Che feed 


T HE farmer, after months of 
hard work, is going to reap : 
his harvest. Are you, too, pre- 
paring yourself for a business har- 
vest? Why not, among other things, 
work out a satisfactory formula in- 
corporating ingredients you handle 
which you can recommend to the 
farmers if they do want to use their 
home grown grains for feeding? Or 
better still, arm yourself with air-tight 
sales arguments to prove that the sell- 
ing of grain off the farm and the pur- 
chase of your brand of feeds to replace 
it will pay the customer bigger profits 
in the end. You'll be surprised how 
much more business you can do if 
you develop the right sales attack in 
advance. 
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ELEVATOR 


es JO is the leading flour in the West Bend territory,” chorus 
Manager Lorenz Mueller and Mr. and Mrs. Harold Klein who 


operate the Farmers’ Elevator Co. at West Bend, Wis. “Particular 
housewives always ask for Big Jo flour,” said Mr. Klein. “I use it 


myself,” interrupted Mrs. Klein. “We are pleased to recommend and 


sell Big Jo,” concluded Mr. Mueller, “because it is such a fine prod- 


uct that it can always be depended upon to satisfy every user.” 


Big Jo F, lour is proud to know it pleases the trade in the city famous 
for Amity leather products, West Bend aluminum and Gehl farm 
machinery. More proof that Big Jo really is “Best in the Worid”. 


WABASHA ROLLER MILL Co. 
WABASHA. MINNESOTA » - . » U.S.A. 
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You Can Always Depend on 
“PAETOW” 


For Personal Attention and 
Responsible Contracts 


Always Glad to Quote You On 


Brewers Grains Millfeeds 

Malt Sprouts e Linseed Meal 

Meat Seraps e Feed Barley 
Glidden Soy Bean Meal 


of all kinds. 


Our daily and weekly quotations gladly sent on request. 


FEED-GRAIN 
SCREENINGS 
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COAST TO COAST 
GRAIN SERVICE 


ARGILL 


INCORPORA(’ ED 


MINNEAPOLIS, MINN. 
761 Chamber of Commerce 


Country Offices 


Fairmont, Mian. Crystal, N. Dak. 
Marshall, Minn. Sioux Falls, S. Dak. 
Williston, N. Dak. Lincoln, Neb. 


Terminal Offices 


Duluth Buffalo Kansas City 
Milwaukee Albany St. Louis 
Chicago New York Portland 
Green Bay Boston Spokane 
Cedar Rapids Omaha Seattle 

Toledo Memphis San Francisco 


Winnepeg, Man. Montreal, Que. 


Cargill, Incorporated, Seed Division 
Box 54, Minneapolis. 


BAG FACTORIES - COTTON MILL - BLEACHERY 


TALK asour sacs! 


(Quoted from Customer's Letters) 


“ AFTER all, as we have said 
to you before, it is only 
typical of the service rendered 
by you whenever requested, and 
we appreciate your co-opera- 
tion more than we can tell you.” 


WERTHAN BAG CORPORATION 
NASHVILLE — NEW ORLEANS 


—(WERTHAN )— 
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—Better Built Bags— 


Good Equipment 


to do A Good Job 
STRONG - SCOTT 


Pneumatic 
Attrition 
Mill 
Helps to 


Avoid Fires 
and Explosions 


When ground, the feed is elevated for sack- 
ing with no extra power cost. The Attrition 
Mill motors supply the necessary power for 
both operations. 
1. Feed is elevated by means of grind- 
ing motors without reduction in 
grinding capacity. 
. Adjustable non-choking feeder. 
- Removable cover for changing plates. 
. Feed is cool when sacked. 


. Unusually heavy base—sturdy con- 
struction. 


STRONG-SCOTT 
DRY FEED MIXER 


& 


etary gear speed 
reducer, saves 
25% to 50% on 
operating costs. 


Complete unit 
for one man 
to operate 


Here is the greatest value your money can 
buy in a dry feed mixer. Planetary gear 
drive saves power costs, and an exclusive 
spiral flight supplements the work of ribbon 
agitators, to give the best mixing job you 
could ever want. 

e 1. Combination V-Belt and Planetary gear 
drive cuts power costs. One-ton mixer re- 
quires only 5 h.p. e 2. Loading hopper. 
e 3. Elevating leg. e 4. Sacking spout. 


Write for our General Catalog on 
Feed Mill equipment. 


Everything Jor Every Mill, Elevator 


and Feed Plant 


Scot 
A 


The Strong-Scott Mf§ Co. 


Minneapolis Minn. Great Falls Mont. 
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HUBBARD works with me... 
FORMULAS— ADVERTISING—SELLING. HELP 


and. Business is up 50% 


ae 


SAYS 
‘ OUR feed business may be all that you desire. But, if GEORGE $. 
you still see much room for improvement and are open to ALDHIZER 
a suggestion from the Hubbard Milling Company—read the 
following letter from George S. Aldhizer of the Broadway _of the. 


Milling Company, Broadway, Virginia, and think it over. 


BROADWAY MILLING 
“Your Mr. Bertram convinced us that the right thing to do was inks : 
to use HUBBARD’S SUNSHINE CONCENTRATE in manufactur- ‘COMPANY 
ing our Poultry and Turkey Mashes. Needless to say—we have 
been using it ever since for it has increased our business over 


fifty per cent in this period of approximately two and one-half 
years. 


Broadway, Virginia 


“We could give you many individual cases of the results ob- 
tained with SUNSHINE FEEDS, but to make a long story short, 


we have no such thing as a dissatisfied customer using SUNSHINE 
FEED.” 
Very truly yours, 
BROADWAY MILLING CO., INC., 
By George S. Aldhizer. 


FEEDS made The HUBBARD SUNSHINE Way 


put common sense to work in the feed business. Hubbard 
provides the concentrate to mix with your locally grown 
grains—works out the formulas for you—furnishes adver- 
tising for you. 


Many territories are not open for a Hubbard Sunshine 


franchise. Some good territories are open. Why not write to 
tell us you are interested in hearing more about this—in 
reading our Mixer Manual? There is no obligation—and it 
may reveal a new road to greater feed profits for you. Tear 
out this ad and just put your name and address on it. Do it 
now! 


MOTHER HUBBARD FLOURS 
MOTHER HUBBARD CEREALS 
HUBBARD’S SUNSHINE 


CONCENTRATES and MASHES Address Dept. F77 for full 


HUBBARD'S SUNSHINE 
CONCENTRATE 


The basic ingredient for feeds 
made The HUBBARD SUN- 
SHINE Way. 19 scientifically 
blended meals, salts, and 
minerals not found in farm 
grains, supplies the vitamins 
and protein needed to balance 
home grown grains and feeds. 


information on a franchise 
| for your territory. 
FOUNDED 1878 MANKATO, MINN. Dept. F77 


Eastern Plant: 410 lith St., Ambridge, Pa. 


THE FEED BAG — July, 1937 


i 
3 
| 
| 
“74 
| FY SBA NE 
_£ 
4 | 
| 
| 
e6e 


MILWAUKEE, WISCONSIN 


DAVID K. STEENBERGH, Managing Editor 


Volume Thirteen 


JULY, 1937 


Number Seven 


Outsider Looking in Recounts Why 


Some Feed Stores Prosper 
@ Perhaps You Can Profit From Their Ideas 


CAN’T even tell the name of the feed 
store but I can remember its loca- 
tion in Mason City, Ia. It’s pretty 
well to the south end of the main street. 
The thing which got my attention was a 
sign out in front which carried just five 
words, “Bring Us Your Poultry Problems.” 

Whether the sign was furnished by a 
manufacturer, or put up by the dealer 
himself, I call it good advertising. It is 
the kind of advertising that people re- 
member—the kind of advertising that 
brings them in. 

* * 

In Duluth, Minnesota, the other day, I 
saw an idea being used at the Scarlett 
feed store which the chain grocery people 
have found mighty effective. Right in the 
center of the floor, five or six steps inside 
the door was a floor display of feed. There 
must have been five or six sacks of mash 
and concentrates piled up, one on top of 
the other. The display was visible from 
outside the door but it loomed up like a 
sore thumb when one entered the store. 

Such a display can’t help but get atten- 
tion. The chain grocery folks have found 
it good business to arrange floor displays 
in such prominent spots that they actually 
impede store traffic. When people have to 
wait a minute or two to be served, these 
floor displays suggest the purchase of 
items displayed. 

The floor display in the Scarlett store 
was easily arranged. Probably didn’t take 
more than five minutes to stack up the 
sacks. But every person who entered the 
store was forcefully reminded to buy the 
feed displayed in a rather unusual place. 
It’s the kind of a display customers re- 
member. 

* * * 


Speaking of the Scarlett store, I 
saw something else there that may well 
be considered by many feed dealers. It is 
another idea which may be borrowed from 
any modern grocery store, be it an inde- 
pendent or a chain. 

_ Along the west wall of the Scarlett store 
Is a neat row of shelves. The row extends 
back into the store 15 or 20 feet from the 
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By DON ROSS 


window. On the shelves are displayed in 
orderly manner the packaged goods such as 
pet foods, insect repellers, small sized 
boxes of disinfectants and the many other 
items which go to make up a first class 
feed store. 

People can even see from the street the 
items stocked. Customers in the store 
may have the chance to see and inspect 
these packaged items. I didn’t talk with 
the Scarlett folks, but I would bet a 
pretty penny that this shelving of goods 
in a prominent place sells merchandise. 
Certainly, it is quite a different procedure 
from the store where packaged goods are 
left in the shipping cases shoved against 
the wall or buried in the back room. 

A few years ago, while living at Mar- 
shalltown, Iowa, I heard of a stunt em- 
ployed by a feed dealer which gave him a 
lot of publicity. It was in a day when the 
ladies of the various churches served pub- 
lic dinners. One day, the word went the 
rounds that a 15 cent chicken dinner was 
being served. Investigation revealed that 
a feed dealer had placed a few pounds 
of laying mash in his display window with 
a card which read: 


Here It Is. 
A Chicken Dinner 
for 15c 
100 Pound Bag of this Laying 
Mash for Only $2.65 


Whether the idea sold any feed or not, 
it directed a lot of favorable attention to 
the store. 

*x* * * 

I sat in the office of a feed dealer the 
other day and listened to him condemn 
long and loudly the solicitors who are out 
in his territory selling minerals, mineral 
mixtures, disinfectants and other items to 
farmers. This dealer told me that he 
never goes out canvassing. Or, if he does, 


it is very seldom. 

It is not for me to give advice. I only 
wonder if we are right in condemning our 
competitors who have the gumption to 
get up and go out after business. Ber- 
sonally, I don’t like to have a competitor 
get out on my own territory and start 
selling right under my nose. But I must 
admire him for his initiative and I know 
I’ve got to get out and go after business 
myself, if I am going to have any. 

* 

Here is as good a bit of merchandising 
as I have heard of in a long time. A friend 
of mine sells a mineral concentrate. He 
has had enough experience with it to know 
that eggs from hens fed with it are firm, 
of good color and have a fine taste. He 
interested a poultryman in feeding this 
combination. He even pointed out the fact 
that he could get a few cents more per 
dozen for eggs. But he didn’t stop there. 
He told his friends about these fine eggs 
and sent several customers to the poultry- 
man. The way it has worked out, the feed 
dealer is getting more mash and business 
all the time because he is helping his cus- 
tomer to make more money from the 
feeding recommended. That is what I call 
good merchandising. Helping a customer 
in such a case is just like helping one’s 
self. 

*x* * * 

Apparently, the Kjorlie feed store in 
Fargo believes in signs. The store is lo- 
cated on a street where farm people con- 
gregate. Implement stores, produce buying 
stations and seed stores nearby all draw 
farm people to that locality. The Kjorlie 
store is identified as a feed store through 
use of many signs. In the windows are 
Neon signs. Extending out over the side- 
walk is a large painted sign while other 
signs on the front of the building all call 
attention to feed and kindred items. I 
have seldom if ever seen a more judicious 
use of signs in connection with a retail 
feed business. 

One other thing which appeals to me is 
that the Kjorlie store has both front and 

(Continued on Page Thirty-eight ) 
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eMARLON BRANDO, Calcium Car- 


bonate Co., Chicago, returned recently 
from a trip to the west coast. 


e J. E. JOHNSON, manager soy bean 
division, Spencer Kellogg & Sons Sales 


Corp., Chicago, spent his vacation fishing 
at Webb Lake, Wis. 


e A. L. FLANAGAN, Fraser-Smith Co., 
Ltd., Milwaukee, Wis., returned June 26 
from a vacation tour of the Black Hills 
and Yellowstone Park. He was accom- 
panied by his family. Mr. Flanagan 
crossed Wisconsin, Iowa, Minnesota, 
South Dakota and Wyoming on his trip 
and reported bumper crop prospects in 
all of these states, barring heat. 


his Month In Your Feed Store 


@ Live Tips To Help You Get More Business @ 


Poultry Chattels 


An Iowa dealer does a_ tremendous 
poultry feed business by providing an 
individual finance plan for his custom- 
ers. He agrees to supply all of the feed 
necessary to raise a flock of baby chicks 
to laying hens, and as his security takes 
a chattel mortgage on the flock. This 


OR.SALSBURYS 


YE OPULSION OF ROUND 


city. 


Now, for the first time, Dr. Salsbury’s 
Rota Caps offer a more complete worm re- 


Recommend Rota Caps to all 
your customers. Stock up now! 
Be prepared to cash in on the 
big demand that will be created 
by a powerful national adver- 
tising campaign in farm papers 
and poultry magazines. Take 
advantage of the sales posters, 
broadside mailing pieces, sales 
letters and other business- 
booming material we'll supply 
you with! Order today from 
your Dr. Salsbury Representa- 
tive, or write us at once for 
details and prices. 


Look for us at the I.B.C.A. 
Convention, July 19-22. We've 
got some good news for you! 


moval treatment than ever before possible! 
That’s because they’re the only worm treat- 
ment containing ROTAMINE, the newly dis- 
covered (at Dr. Salsbury’s Laboratories) 
combination of active worm-removing drugs. 

It is this new, scientific chemical com- 
pound, Rotamine, that gives Rota Caps 
their effective triple-action: (1) they re- 
move large round worms; (2) they actually 
remove large tapeworms (Tetragona), heads 
and all, as well as many of the other species 
of tapeworms; and (3) they create their 
own mild, non-irritating laxative action that 
helps in the removal of the worms. 

So easy on the birds Rota Caps cause no 
drop in egg production with laying hens— 
no loss in weight with growing stock. 


DR. SALSBURY’S LABORATORIES 


CHARLES CITY » 1lOWA 


Ft. W orth, Texas; Pomona, Calif, 


A NATION-WIDE POULTRY HEALTH SERVICE. 


chattel contains an agreement that he 
has a right to select and sell all of the 
cockerels that develop from the baby 
chicks. The receipts from these often 
amount to enough to pay for the feeds 
and in no way interfere with the cus- 
tomer’s income from the laying hens. If 
there are not a sufficient number of cock- 
erels the agreement provides that the 
dealer can cull out the poorer pullets 
and sell them to make up the difference. 
The plan has worked so successfully for 
this dealer that in five years only one 
loss was sustained. In this case the 
brooder house burned down and _ the 
family was in poor circumstances so the 
dealer tore up the note, forgot about it 
and helped the unfortunate farmer to get 
a new start. 


Make Calls 


Every good feed dealer works out his 
own sales methods. The main thing is to 
see people. Your own personality must 
determine your method of approach, of 
argument and of closing. But if you see 
enough people you will get a lot of busi- 
ness that does not need any closing. You 
will get some business just by giving the 
opportunity to buy. But you’ve got to 
see them or they won’t have that oppor- 
tunity to buy. 


Check Your Lists 


McGraw-Hill, a large publishing house, 
recently made a 12 months’ survey of 
484,000 of its executive subscribers. It 
was found that in the course of one year 
the following changes had taken place: 
153,000 or 2 per cent had changed em- 
ployment or had gained different posi- 
tions in the same company; 192,000 had 
dropped out of the picture entirely, 
either because of losing their jobs or by 
death; 138,000 remained in the same 
positions and more than 150,000 new 
men had entered the executive picture. 
Results of this survey emphasize the nec- 
essity for feed dealers to check their 
prospect list frequently and keep it up 
to date. 


Mothers Pleased 


On the Saturday before Mother’s Day, 
a Wisconsin feed dealer builds a tre- 
mendous amount of good will by giving a 
potted plant to each family visiting the 
store, with a card attached reading 
“Mother, we join the nation and set 
aside this day in wishing you all happi- 
ness and to serve you when we may.” 
Since the women on the farms exercise 
a great influence on the purchases made 
by their husbands it was not surprising 
to note that the dealer’s sales showed a 
decided increase after this thoughtful 
remembrance which more than repaid 
him for the cost. 
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Increases Feed Sales 500 Per Cent 
With Good Merchandising 


@ Monthly Mailing Piece Helps Achieve Record 


HEN a feed dealer doubles his 
W insiness that’s news, but when 

he increases it 500 per cent over 
the previous year that’s history. 

And Fred W. Studler who, with his 
son, operates the Studler & Son hatchery 
and feed store, Vincennes, Ind., has made 
history! 

Several years back this enterprising 
baby chick man who, by the way, also 
showed remarkable improvement in this 
branch of his business, decided that it 
might be a good idea to take on a line 
of feeds. He contacted a reliable manu- 
facturer, obtained a suitable building and 
the deal was soon closed. 

Location Helps Sales 

In 1936 with a progressive program 
for building up the feed business Studler 
did five times as much volume as the 
year before and walked away with prac- 
tically every prize and medal awarded 
by the manufacturer of his line of feeds 
for outstanding success. 

Some of the explanations for this re- 
markable achievement are modestly re- 
lated by Mr. Studler. 

“Last year,” he said, “we opened in 
a new location on the main street in 
Vincennes. We purchased the building 
which could not have been designed 
more perfectly for an up-to-date and 
modern hatchery and feed plant. The 
building is located three blocks from the 
business district, giving ample space for 
our many chick and feed customers. 

Stocked Commercial Line 

“I spend all of my time in the sales 
room contacting the customers and flock 
owners. My son, Herb, is in charge of 
the blood testing of hatching flocks and 
operation of incubators. When we moved 
into the new building we also installed 
entirely new incubation equipment. 

“We had not done much in the feed 
business until two years ago when we 
took over a well known line of commer- 
cial feeds and started on a program for 
building a year ’round feed business. At 
that time we engaged a man who was 
familiar with the feed trade in our county 
and put him on as manager of the feed 
department. We maintain a feed ware- 
house on the railroad track in addition 
to the warehouse we have in the hatchery 
building. 

Use Monthly Mail Piece 

“Our personal contact calls on custo- 
mers together with the advertising fol- 
low-up furnished by our manufacturer 
has been responsible for the volume of 
feed business we have enjoyed during 
the past year. We give a great deal of 
credit for the 500 per cent increase in 
our business to a monthly service and 
educational bulletin put out by our 
manufacturer. The front page of this 
four-page publication contains strictly 
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Left: Fred Studler and his staff of efficient 
with its effective window display. 


local information prepared by ourselves 
and the other three pages carry educa- 
tional and other helpful information. 

“A little over a year ago we started 
making cal's in the country and at the 
same time we started using the publica- 
tion. Up to that time we had sold less 
than a ton of hog supplement and had 
moved only one bag of turkey feed. 

“Although we were fairly well ac- 
quainted throughout the county we met 
with indifference for several months but 
lately we find a cordial welcome and 
folks for the most part are interested. 
So far this year we have sold six cars 
of hog supplement and one car of turkey 
feed, not to mention the many cars of 


e WARREN W. RICHARDS was chosen 
president of the Grangers Feed & Coal 
Co., Poland, N. Y., at the annual meeting 
of stockholders held recently. Other of- 
ficers chosen were Grant C. Hines, vice 
president, John E. Prindle, secretary, 
and Charles Cooper, treasurer. 


e CHARLES COUGHLIN, the Riebs 
Co., Milwaukee, Wis., returned recently 
from a business trip to Minnesota. De- 
spite the severe cold which he brought 
back with him “Charlie” is managing to 
tell his fellow exchange members that 
“crobs are the beth I hab seed id years.” 


e STANLEY O’BRIEN, LaBudde Feed 
& Grain Co., Milwaukee, Wis., is calling 
on the trade with new vim and vigor and 
a bigger smile, the reason being the ar- 
rival of a baby girl at the Milwaukee 
hospital, June 29. Stan’s new boss weighed 
six pounds eight ounces at birth. 


e GARLAND JOHNSON, proprietor of 
the Johnson Feed & Supply Co., Mar- 
tinsburg, W. Va., celebrated his 15th an- 
niversary in business recently by moving 
to the same building in which he learned 
the feed trade as a youth of 19. A large 
crowd of customers was entertained at 
the formal opening in the new quarters. 


‘helpers. Right: Entrance to Studler feed store 


poultry mashes and dairy rations. 

“Personal contact, good feeds, a more 
complete service and other factors all 
have a bearing, but we think the monthly 
mailing piece which keeps us in contact 
with all customers and prospects has 
done most to give us the increase in our 
tonnage over a year ago.” 

The hatchery business was organized 
by the Studler’s eight years ago. They 
started in a small way with a hatching 
capacity of 30,000. Since that time they 
have continually increased their business 
to the extent that they now have a hatch- 
ing capacity for 170,000 and last year 
sold nearly 400,000 baby chicks in addi- 
tion to their splendid volume of feeds. 


e OHIO ALFALFA CO., McClure, 
Ohio, has been incorporated with a capi- 
tal stock of $60,000. Incorporators are 
Chester J. Good, Raymond Freshner, 
Wesley Miller and Fred G. Behrens. 


e IOWA. FEED CORP., Des Moines, 
Iowa, has moved its offices from 630 to 
larger quarters in 618-620 Des Moines 
building. C. M. Stormes is manager of 
the company. 


e TONY YANKERS, animal feed de- 
partment, Swift & Co., Chicago, recently 
underwent an operation at Holy Cross 


hospital and is reported much improved 
in health. 


e E. C. DREYER, president, Dreyer 
Commission Co., St. Louis, Mo., spent 
several days recently on a business trip 
to eastern markets. 

e SARGENT & CO., Des Moines, Ia., 
sustained damages of $5,000 at its plant, 
411 E. Grand avenue, before a fire re- 
sulting from friction on a slipping con- 
veyor belt was brought under control. 
Much of the damage was caused by water 
soaking several carloads of corn, wheat 
and oats stored in the elevator. 
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CROSS San Francisco Bay soars the new 

Golden Gate Bridge—the longest single 
span in the world. The enormous weight of this 
magnificent structure is suspended from steel 
cables. Each day thousands of cars and trucks 
pass over the bridge. Each day thousands of 
people entrust their lives to its steel cables. Here 
is perfection in dependability and precision. 

In another field, Nopco XX sets much the 
same standards. When science discovered that 
mysterious substances, called Vitamins A and D, 
were necessary to poultry health and production, 
Nopco was first to standardize the Vitamin A and 
D potency of cod liver oil for poultry feeding. 


Nopco XX offers feed manufacturers a Vitamin 
A and D source as precise and dependable as a 


[OF THE INDUSTRY 


steel cable. Think of it! Millions of birds each 
year get Nopco XX. Every one of those birds 
gets amounts of Vitamin A and D directly pro- 
portionate to the amount of Nopco XX fed them. 
No shortage, no waste of the important vitamins. 
Just scientific precision. 

Why not drop a worry? Mix the recommended 
percentages of Nopco XX in your starting and 
laying mashes. Then sound out your customers. 
See if the rigid precision of Nopco XX doesn’t 
make for better growth, stronger flocks, higher 
production of eggs, and more top-grade eggs. 
See if the result to you is not better, steadier 
business. 

If you are now using unfortified, unstandardized 
oils, you should order Nopco XX today. 


NATIONAL OIL PRODUCTS CO., INC.-ESSEX ST., HARRISON, N. J. 
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Editonial Commont 


STRIKE All newspapers and other periodicals have been crowded with 
INSURANCE strike news. This interests and possibly worries every busi- 

ness man. It makes him wonder what demands may be made 
upon him, whether or not his employees are dissatisfied, whether or not his 
business may be closed by strike. 


The many scattered and comparatively small units comprising the feed in- 
dustry have escaped much labor trouble. Some of the larger plants, however, 
have not been so fortunate. A few have been closed by strikes. Nearly all 
have been organized by either the AFL or C1O and new working agreements 
negotiated between employers and the unions. 


Recently, too, scattered instances of labor trouble have been reported among 
feed dealers and dealer-manufacturers. Kk eed store employees in the state of 
Washington were completely organized about a year ago and a virtual closed 
shop agreement for a second year is now being negotiated. k'eed stores in both 
Wisconsin and Michigan have been ciosed by strikes within tne past month. 


Une strike in Wisconsin was due to a demand for higher wages, another in 
Michigan resulted trom a recognition struggie between two unions. it 1s im- 
possibie to foretell where, when or why tne next strike may occur. 


lt is also impossible to purchase strike insurance but insurance never pre- 
vented a fire and insurance could never prevent a strike. Many plants, how- 
ever, are kept tree trom fire by tire prevention practices auu we urge tnat 
sound strike prevention methods be used toward eiuminating the surlke nazard 
in the teed industry. 


Few feed plants employ large numbers of men. There is a comparatively 
small turnover in labor and we've visited many Ileed stores and retali reed man- 
ulacturing establishments where both empioyees and empioyers seem all togeth- 
er as 11 1n One tamily group with a common interest in ana ioyaity to the vusi- 
ness. 


‘there is no reason why this condition should not prevail throughout the in- 
dustry. Whether it does or not, in your estavilshment, 1s aimost entirely a 
matter Of management. You must be genuinely interestea 1m your employees 
if you expect them to be interested in you and your business. 1OU MUSL- make 
them partners in theory if not literaily, you must pay lair wages and Salaries, 
work reasonable hours, provide for vacations and maintain good working ta- 
cilities. 

Strike prevention is up to you but don’t delay if you want continued freedom 
from labor trouble. Put yourself in the position of your most lowly employee. 
Examine your own conscience. Are you doing all that you can, financially and 
otherwise, to make this employee happy and satisfied in his association with 
you? If you can answer “yes”—we’ll have little trouble keeping the feed in- 
dustry united as one scattered but big, happy family. 


DAVID K. STEENBERGH 
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EXCELSIOR 


Quality Products 


Peter Pan Flour 


Patent 


Prize Medal Flour og 


Patent 


Patent 


Empire Flour 


Excelsior’s Camel Fancy Wheat Excelsior’s Growing Mash _....____. 18% 
Feed 16% Excelsior’s Starting Mash ___........... 18% 
Excelsior’s 16 Dairy Feed Excelsior’s All Mash Starting and 
(Also 20%, 24% and 32% ) 18% 
Excelsior’s Concentrate 40°. Exeelsior’s Turkey Growing Mash._.22%, 
Excelsior’s Grain Balancer 32% Excelsior’s Turkey Starting Feed___.26% 
Exeelsior’s Egg Mash, Sr.,—also Excelsior’s Pig Meal _..................... 18% 
18° Exeelsior’s Complete Hog Feed _.....15% 
Jumbo Bran Jumbo Standard Middlings 
© Jumbo Flour Middlings * Jumbo Red Dog 


Mixed Cars A Specialty 


MILLING 
COMPANY 


MINNEAPOLIS » » » MINNESOTA 
FRANK J. KOVARIK, President and Manager 
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Test Chickens Convince Customers 


That Feed Produces Results 


@ Considered Chief Asset in Selling Program 


AINTAINING batteries of test 
M chickens has been the most pro- 
ductive and the most consistent 
method we have ever used to promote 
the sale of feeds,’ says E. F. Johnson, 
proprietor of Johnson Feed & Produce. 
Lincoln, IIl., a city of 13,000 population. 
“We constantly have batteries of chickens 
on display. Some of these are on grow- 
ing mash, some on starting mash and 
some on laying mash. While we do not, 
as a rule, have all three types of feeding 
at one time, we frequently have two of 
these and occasionally all three. 
Laying Tests Featured 

“In the case of hens on laying mash, 
we keep a daily record posted both in 
our front windows and on the feeding 
pens. We believe that the batteries of 
laying hens create somewhat more in- 
terest than the other types because here 
we can show actual results every day— 
results that mean money to the chicken 
grower. The other types also create in- 
terest because visitors can readily see 
the growth from week to week but when 
the exact number of eggs for any given 
time can be shown, the evidence of the 
good qualities of our feed is more plainly 
visible. 

“We carry only one line of commercial 
feeds, a nationally known line, and we 
use this brand exclusively in feeding 
whatever type of test batteries we are 
running. Our longest single test was that 
of feeding laying mash over a period of 
ten months. It brought a large number 
of visitors and most of them came back 
once or twice a week to watch the re- 
sults. 

“We believe that live displays attract 
more attention than posters showing 
nicely formed chickens, not only _be- 
cause visitors can see for themselves the 
growth taking place, but also from the 
mere fact that moving objects always 
attract more attention than inactive 
ones. 

Make Personal Calls 

“We supplement our store displays of 
live chickens with personal solicitation 
on the farms. We employ a man who 
is a state accredited poultryman. He 
spends about three days a week calling 
on farmers. Being fully qualified to give 
any information on chicken feeding, 
chicken care and chicken diseases, he is 
always welcome when making calls. He 
directs attention to the results we get in 
our feeding tests and invites farmers to 
come in the store and see for them- 
selves.” 

In addition to the two principal 
methods of obtaining business described 
by Mr. Johnson, this concern also uses 
newspaper advertising, direct mail and 
feed displays. A classified ad is main- 
tained constantly in the local daily news- 
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With Washington at Valley Fongé | 


The wheels of the Great Valley Mill located north of Puoli, Penn., were turning when Washington's 
troop shuddered in the cold at Valley Forge. It is still in daily use, turning out a brand of crackers 
and whole wheat products. The mill brings back historic memories to visitors at Valley Forge park 
from which it is plainly visible. Stones used for grinding are imported and of the best available 
material for the special grinding process required. 


paper along with a display ad in the 
monthly county farm bureau paper. 
This combination reaches nearly every 
farm resident in the territory. 

While poultry feeds make up the larger 
share of the feed business, dairy, hog 
and dog feeds are also carried and a 
considerable business in these lines has 
been built up, largely on the reputation 
established for poultry feeds. 

All feeds are constantly displayed in 
the front windows of the store which is 
in the heart of the main business section 
of the city. Much attention is given to 
floor displays also. A rack in the center 
of the store is built to support standing 
bags of feed on both sides of the rack. 
Shelving along one side of the store is 
provided for the same arrangement of 
bags. Mr. Johnson says that standing 
bags, where visitors can read the entire 
label on the front have much more at- 
traction than bags laying down or piled 
criss-cross. 

Logan county, in which Lincoln is situ- 
ated, is to have its first county fair this 
year and Mr. Johnson is planning on 
having some effective displays at this 
fair. 


Direct mail efforts are not made by 
Mr. Johnson directly. He furnishes a 
mailing list to the manufacturers of the 
line of commercial feeds handled and the 
manufacturer sends out mail pieces sev- 
eral times a year. 

In addition to feeds, a full line of poul- 
try and stock remedies and poultry yard 
equipment is carried. Garden seeds are 
handled to a limited extent. 

Besides being unique in the fact that 
the only feed handled is one line of 
commercial feeds, Johnson Feed & Pro- 
duce is also unique in that, although it 
has no hatchery of its own, it handles 
thousands of baby chicks and has many 
hatching flocks on the farms which it 
supervises and from which it buys hatch- 
ing eggs. 

Then, to round out the business, it 
buys cream for one of the nationally 
known cream buyers for which it has all 
the equipment for weighing and testing. 

“The cream buying business is a dis- 
tinct advantage to our feed business,” 
says Mr. Johnson. “It brings customers 
to our store frequently where we can 
talk to them about the advantages of our 

(Continued on Page Thirty-two) 
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Your Support Needed for Success 


Of National Feed Week 


e Plans for Celebration Well Under Way 


By DAVID K. STEENBERGH 


OST of us should and do maintain 
that the business in which we 
are engaged is the most important 

on earth. It pays for our groceries, for 
the homes in which we live, for the 
clothes we wear, for the cars in which 
we drive and, in fact, for all the necessi- 
ties and luxuries which we have and en- 
joy. These things are all important to us 
if we value life at all and so, too, must be 
the industry which makes them possible. 

In the feed business, furthermore, we 
can be proud that our industry is impor- 
tant for greater reason than that it pro- 
vides for our more or less selfish wants. 
It is truly important because it serves 
the basic industry responsible for present 
day civilization. 

The feed industry not only serves agri- 
culture but it is also a part of the agri- 
cultural industry. Several billions of dol- 
lars worth of feed is sold and consumed 
each year and of all feed products it has 
been estimated that 80 per cent of all the 
materials used come direct from agricul- 
tural sources, 18 per cent are byproducts 
indirectly from agricultural sources and 
only 2 per cent are from non-agricultural 
sources. 

Feed Men in Middle 


Feed not only comes from the farm 
but it also goes back to the farm where it 
is used to make poultry and eggs, milk, 
beef, veal, mutton, lamb, hides and furs. 
Many other agricultural products are 
basically produced through use of feed. 
And from year to year, best of all, the 
feed industry has sponsored improvement 
of the science of feeds and feeding until 
all of these products are now produced 
more economically and with greater profit 
to the feeder than ever before. 

You may have heard the story of “ze 
lucky Adolph” but the feed industry has 
not considered itself lucky to have been 
“always in ze middle”. Feed “middlemen” 
have been termed unnecessary profiteers 
and the industry’s present enviable posi- 
tion has only been recently won by merit 
proved on the basis of the irrefutable 
thesis that results determine value. 

Working as it has to assure the security 
of its position as a necessary factor in 
agricultural life, the feed industry has 
left the singing of its song almost entirely 
to others. So the feed trade song, even 
today, is frequently sung in the wrong 
key and often entirely omitted from agri- 
cultural programs. 

That is why The Feed Bag is sponsor- 
ing the celebration of National Feed 
Week from October 11 to 16—to popular- 
ize our industrial anthem, to publicize to 
our customers and to the general public 
the importance of the service which the 
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feed industry renders to agriculture and 
through agriculture to the life of our 
people. 

The idea of a National Feed Week has 
been approved by the industry. Manufac- 


. turers, jobbers and dealers scattered 


throughout the country hastened to com- 


-NATIONAL/ 
FEED WEEK 


BETTER FEEDING BRINGS Aigger PROFITS 


Here is the sticker, in actual size, which you 
are urged to attach to your out-going mail to 
boost National Feed Week. The stickers are in 
two colors, red and green, and may be obtained 
at cost—$2.00 per 1,000. Place your order with 
The Feed Bag now. 


mend the project as soon as it was an- 
nounced and it now has been officially 
endorsed by most of the organized in- 
dustry through the following trade associ- 
ations: 

Eastern Federation of Feed Merchants 

Grain & Feed Dealers National Associ- 
ation 

American Feed Manufacturers Associa- 
tion 

National Feed Distributors Association 

Pacific Northwest Feed Association 

Central Retail Feed Association 

Northwest Retail Feed Association 

Indiana Grain Dealers Association 

Ohio Grain, Mill & Feed Dealers As- 
sociation 

National Hay Association 

These association endorsements, how- 
ever, are not enough to make National 
Feed Week a success. To achieve its ob- 
jective, National Feed Week must have 
the wholehearted cooperation and support 
of every individual feed manufacturer, 
jobber and dealer. We all must personally 
do our part to make every one of our 
customers conscious of National Feed 
Week and to impress upon them, in some 
way, the reasons why National Feed 
Week is being celebrated. 

That we must do something to promote 


National Feed Week is certain and conse- 
quently the question is: What to do? 
The publishers of The Feed Bag, as spon- 
sors of National Feed Week, have accord- 
ingly worked out a plan for the celebra- 
tion which embraces (1) the things which 
will be done from and available through 
National Feed Week Headquarters and 
(2) suggested things which each indi- 
vidual member of the industry may do. 
Stickers Now Available 

The Feed Bag, operating National Feed 
Week Headquarters, now has available a 
large supply of stickers which it is ex- 
pected the members of the industry will 
purchase and use, wholesalers on their 
mail to the trade and dealers on their mail 
to their farmer customers. The stickers, 
approximately two inches wide by three 
inches deep, are printed in two colors but 
give the effect of many more including 
green, red, brown and white. 

They are miniature reproductions of a 
large poster which it is hoped will be 
prominently displayed in every feed store 
and every feed office throughout the land 
both before and during National Feed 
Week. They will be approximately 18 
inches wide by 24 inches deep and when 
ready will be made available to the mem- 
bers of the trade through their associa- 
tions, through their wholesaling suppliers 
and direct from National Feed Head- 
quarters. 

The staff of The Feed Bag is also now 
preparing a four page folder for distribu- 
tion among farmers and other feed con- 
sumers. This folder will be attractively 
printed in two colors and will describe the 
services which the feed industry renders 
both to the individual feeder and to 
agriculture in general. It will be available 
both with and without space for imprint- 
ing firm names and special advertising. 

All Supplies at Cost 

The folders, posters and stickers will 
all be priced at cost as The Feed Bag is 
sponsoring National Feed Week as a 
service to the feed industry and not for 
profit. The stickers, ready now, are being 
sold at $2.00 per thousand and the posters 
and folders will shortly be available at 
similarly low prices. Orders for stickers, 
posters and folders may be mailed to 
National Feed Week Headquarters, 525 
Grain & Stock Exchange, Milwaukee, 
Wis., or to your trade association. 

To give further publicity to National 
Feed Week, the staff of The Feed Bag is 
preparing copy and layouts for a series of 
advertisements for retail feed dealers to 
run in their local newspapers. These ad- 
vertisements will be mimeographed and 
supplied to all associations. It is hoped 
that the association offices will all re- 
mimeograph the suggestions for distribu- 


tion to their individual members. News 
(Continued on Page Thirty-five) 
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Filled with Information 


You Will Want Have 


DISCUSSES SUCH 
QUESTIONS as THESE: 


How does vitamin E affect hatchability? 


How does vitamin E affect livestock re- 
production? 


Is there a relationship between vitamin 
E deficiency and contagious abortion? 


What are E-deficiency signs in hatch- 
ing? 


What are E-deficiency signs in dairy 
cattle? 


How may vitamin E sufficiency be as- 
sured? 


WY, ARCHER 


7%, 


Vv ADM WHEAT 
GERM OIL 


¥ ADM WHEAT 
GERM OIL MEAL 
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MAIL THIS COUPON TODAY! | 


tion to Vitamin E.” Also information on your vitamin E | 
stabilized and biologically assayed products, ADM Wheat Germ 
Oil and ADM Wheat Germ Oil Meals. 


FIRM 
INDIVIDUAL. ............... 


ADDRESS 


A COPY 
IS YOURS 
for the 
ASKING 


Learn what Vitamin E means 
to those who buy your feeds 


A feeding ration, that leaves its vitamin E 
content to chance, introduces an unnecessary 
hazard into the business of livestock and poul- 
try raising. Today, vitamin E, can not only 
be added to mixed feeds in stabilized and de- 
finitely measured amounts, but a sufficiency can be 
assured at a surprisingly low cost. If you are a feed 
manufacturer or mixer you owe it both to yourself and 
to your customers to read the bulletin, “An Introduction 
to Vitamin E,” just published by the Archer-Daniels- 
Midland Co. Post yourself on the significance of this 
important reproductive or generative vitamin. Learn 
how easily and cheaply your feeding formulas can be 
modified to include an ample vitamin E factor. 


ARCHER-DANIELS-MIDLAND CO. 


SPECIALTIES DIVISION 
661 Roanoke Building ©@ Minneapolis, Minnesota 


661 Roanoke Bldg. Minneapolis; Minn. 


Please send me a copy of your new bulletin, “An Introduc- 
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WHO WOULDN'T 
City Visitor: “What makes those bees 
fly around so much? 
Farmer: “I guess they have hives.” 
* * * 


VERY CONSIDERATE 

Boss: “Well, Pat, so you want to leave 
the works. Are your wages too small?” 

Pat: “The wages are all right, sor, but 
I'm afraid I’m doing a horse out of a 
job.” 

* 
BAD PRECEDENT 

Mr. Newlywed: “I wonder why it is we 
can't save anything?” 

Mrs. Newlywed: “It’s the neighbors, 
dear, they’re always doing something we 
can’t afford.” 


RACKED 


KORN 


@ CAREFULLY SIFTED FOR FEED DEALER CONSUMPTION 


CORNHAY WEAKLY NEWS 

Grub Peters purchased a new grind- 
stone yesterday. He said the mosquitoes 
on his farm are so big that they wore his 
old one out, taking turns at cranking it 
and sharpening their bills. 

Hank Hodge’s wife has found a new 
system to keep the hired man honest in 
her berry patch. While he’s picking them 


GOOD FARMERS 
BUY GOOD FEEDS 


e At this season every good farmer in your community keeps a watchful eye 


on his live stock. In anticipation of future profit his young stock must be kept 
growing steadily, his breeding stock and work horses in good condition and 


the dairy herd supplied with needed proteins and carbohydrates to keep up 


milk production. 


e Sugared Schumacher Feed is exactly what he needs for producing good 


growth. bone and flesh on young stock — and feed- 
ers—at a profit, and for building condition and fin- 
ish into his breeding stock and work horses. When 
the grasses are plentiful, Sugared Schumacher makes 
an ideal grain ration for the dairy herd. 

e For the late summer, when the pasture begins to 
get dry and ripe, there is no better feed than Quaker 
16% Dairy Ration for the milking herd: it will main- 
tain both condition and production and do so eco- 


nomically. Feeding directions in the sacks. 


THE QUAKER OATS COMPANY 


Dept. 13-G, 141 W. Jackson Blvd. 


CHICAGO, U.S.A. 


°16° 


she makes him whistle so as he can’t put 
every second one in his mouth without 
her knowing it. 
* * 
SUCH VANITY 

Feed Dealer: “How do you like that 
new mare of yours?” 

Farmer: “Oh, fairly well. But I wish 
I had bought a horse. She’s always stop- 
ping to look at herself in puddles.” 

Ok 
NO HORSE SENSE 

Wife: “I’ve put your shirt on the 
clothes horse, Jim?” 

Jim: “What odds did you get?” 

* * * 
CHECKING UP 

Marion: “Dick, dear, your office is on 
State street, isn’t it? 

Dick: “Yes, why?” 

Marion: “‘That’s what I told my father. 
He made such a funny mistake about you 
yesterday. He said he’d been looking you 
up in Bradstreet.” 

x 
GOOD BUSINESS 

Villager: “Do you think you’ve boosted 
the circulation of your paper by giving 
a year’s subscription for the biggest po- 
tato raised in the country?” 

Editor: “Maybe not, but at least I got 
four barrels as samples.” 

* * 

They say it’s so dry in Kansas that the 
trees are starting to chase the dogs 
around, 

WANTED SERVICE 

A dealer wrote to a firm ordering a 
carload of feed. The firm wired. ‘“Can- 
not ship until you pay for last consign- 
ment.” 

“Unable to wait so long,” wired the 
dealer. “Cancel the order.” 

* * * 
WE KNOW IT 

Customer: “Have you a book called, 
‘Man, the Master of Women’.” 

Salesgirl: “The fiction department is 
on the other side, sir.” 

x * 
OLD STUFF 

Observer: “I see where buttonless 
shirts are advertised.” 

Bachelor: “That’s nothing. 
been wearing them for years.” 

* * * 
TOO MUCH CONTRAST 

Saleswoman: “Why don’t you want 
this pretty green dress?” 

Mandy Johnson: “Lawzee, honey. I'd 
look jes’ lak a ton o’ coal in a lettuce 
patch.” 

SCANTY RATIONS 

Landlady: “And how did you find the 
food, sir?” 

New Boarder: “Oh, by taking my plate 
out to the light, madam.” 


I have 
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Display of Live Poultry Being Fed 


Boosts lowa Dealer’s Sales 


@ Customers Convinced by First Hand Evidence 


proof of the pudding is in the eat- 

ing”. But the proverb doesn’t state 
just who or what will do the eating. An 
aggressive feed dealer at Iowa Falls, Ia., 
has let baby chicks and turkeys do the 
eating and thus proves the value of his 
feeds. 

If you had walked along the street in 
lowa Falls a few weeks ago, you might 
have seen a few farm people standing in 
front of a window display at the E. L. 
Ade Flour & Feed Co. store. Most of 
the farm folks in that community had a 
chance to look over that display in the 
two or three weeks it was in place. 

In the window was an actual feeding 
experiment under way. Some 30 or more 
baby chicks were divided in two groups. 
Each was given the “run” of one half 
the window flooring with a partition run- 
ning across the center. 

Exhibit Does Talking 

Lloyd Stewart, manager of the store, 
had long expounded the merits of the 
feed he stocked. He had told customers 
about the various experiments which had 
been made and how his feed stacked up 
right at the top. In order to make it 
more interesting and more effective, he 
decided to stage a feed demonstration 
right in his own window. He had an 
idea that such a stunt would draw a lot 
of favorable attention to his store and his 
particular feed. It did—and how! 

One group of baby chicks was given 
exactly the same kind of feed that most of 
the flock owners around Iowa Falls had 
been using for years. The other group 
was fed the well advertised feed featured 
by the store. 

Interest in the feeding project grew. It 
gave Mr. Stewart and others in the store 
an opportunity to get the interest of poul- 
try growers—men and women alike. Even 
those in the community who had little in- 
terest in poultry stopped and inspected 
the growing birds. As Mr. Stewart pointed 
out, action in a window display always 
attracts favorable attention. The baby 
chicks put plenty of A-C-T-I-O-N in 
things. 


A CCORDING to the old proverb, “the 


Turkeys Also Featured 

A similar plan was tried with turkeys. 
In the Iowa Falls territory more and more 
farm women have been getting into the 
turkey growing business and eagerly seek 
information on care and feeding of the 
birds. Mr. Stewart has become thoroughly 
familiar with turkey raising and growers 
know that they can depend on him for 
accurate and reliable information. 

The Ade Flour & Feed Co. operates 
another store at Mason City, a distance 
of 50 or 60 miles away. That store is 
under the active management of E. L. 
Ade. Mr. Stewart has been with the Iowa 
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Falls store since the days of the late 
J. A. Harp who successfully operated the 
store for many years. As a matter of fact, 
the store is the direct outgrowth of a 
grist mill which graced the banks of the 
lowa river for several decades. It is one 
of the best known feed stores in northern 
lowa and is also one of the oldest. 

The store does not rely on the “every- 
body knows me” idea, but continues to 
go after business through advertising and 
personal selling. When there are reasons 
to indicate that canvassing pays in cer- 
tain cases, personal calls are made. Every 
opportunity is taken to discuss feeds and 
feeding with farmers and their wives 
whi'e they are in the store. This type of 
selling has proven profitable. Two women 
recently came into the store and asked 
the price on turkey growing mash. It was 
a bit early in the season for this type of 
feed to be selling in volume. Mr. Stewart 
asked about the age of the turkeys. Then 
he recommended a continuation of start- 
ing mash for another couple of weeks. 
As a result, he made a sale and a satisfied 
customer. On the wall was a chart which 
indicated mash to be fed turkeys from 
hatching to fattening stage. These charts 
had been liberally distributed to poultry 
growers earlier in the season. 

Rack for Literature 

The store is ideally located on the main 
street of Iowa Falls. From a distance of 
a half block away the colorful displays 
of feed in the two display windows can be 
seen. Display advertising material fur- 
nished by the feed manufacturer is used 
in the windows as well as about the store. 

Near the door is a well stocked cabinet 
filled with folders, booklets, feeding guides 
and other helpful literature which feeders 
of hogs, beef and poultry as well as dairy 
cows find useful. Mr. Stewart says the 
farmers help themselves to these printed 
pieces and often have time to inspect the 
available material while awaiting their 
turn at the counter. 

Direct results have been noticed from 
the letters and other printed matter mailed 
to farmers. Such mailings are sent out 
frequently during the year. The local 
newspaper is also used. 

At times, buyers may make mention 
of the price of feeds. Mr. Stewart always 
cites prices of corn, oats and other farm 
grown feeds as against milled feeds. It 
isn’t difficult to prove that milled feeds 
are really in line with grain prices and 
even more economical on a gain basis. 
He also cites present market prices of 
livestock, dairy products and poultry. 

Mr. Stewart reports small credit losses. 
He says he is able to confine such losses 
to a minimum as a result of personal 
knowledge of each customer. If he does 
not feel that credit should be extended, 


a customer must pay cash or make suit- 
able arrangements. 

Here are several other reasons why the 
KE. L. Ade Flour & Feed Co. operates a 
successful business. 

1. To simplify the parking problem, a 
15 minute parking limit has been placed 
on the space in front of the store. A city 
ruling to this effect is proclaimed in large 
letters on the curbing. This proves to ad- 
vantage of the store and customers alike 
when feed is loaded in customers’ cars 
and trucks. 

2. Hand trucks are kept available at 
all times for quickly trundling bags of 
feed out of the door to waiting cars. 

3. Parking space is available at the rear 
of the store and feed can be delivered 
at either front or rear door on request of 
customers. This is particularly handy on 
busy Saturdays when all parking space 
along the street is taken. 

4. The store operates its own trucks 
and offers dependable delivery service to 
farms on orders of sufficient size. 

5. A warehouse along the tracks is not 
only useful in unloading cars of feed, but 
also makes possible loading of big orders 
of feed without disrupting things in the 
store. 

6. Many women call at the Ade store. 
The sales room is kept as neat and trim 
as any store up and down the street. The 
floors are clean, the windows sparkle. 

Outsiders are Attracted 

The store draws trade from as far as 
20 miles. It isn’t at all unusual for a 
customer to drive through another town 
where there is a feed dealer or maybe two 
to come to Iowa Falls to deal with the 
Ade store. This is due to the fact that 
a feeder knows he can get the feed he 
wants at Ade’s store and can also get 
practical and reliable advice on feeding 
problems if needed. 

The store gets many kinds of requests 
for help. In the case of diseases of live- 
stock or poultry, it is the custom to send 
feeders to the veterinarian who has offices 
on the second floor of the building. But 
when it comes to problems of feeding, the 
answer can usually be had at Ade’s. 

Iowa Falls is located in Hardin county. 
It is a good farming region and is what 
might be called a feeding area. Dairying 
is an important part of farming as are 
hog feeding, beef feeding and poultry 
growing. As mentioned previously. many 
poultry growers around Iowa Falls have 
been getting into the turkey growing busi- 
ness of late. As new problems have been 
presented to growers, the Ade store force 
has been called on more and more for 
ideas and suggestions. Constant study of 
feeding problems has enabled these mer- 
chandisers to give such help that custom- 
ers return again and again. 
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POULTRY 
Ad HOGS AND 
DAIRY CATTLE 


SURER Breeding and Hatching Results 


In line with their long established policy 
of carrying immediately to the farmer the 
advantages of all significant advances in 
scientific feeding, Northrup, King & Co. 
are pleased to announce the addition of 
vitamin E, the reproductive or life-gen- 
erating vitamin, to their feeding formulas. 
The problem of assuring vitamin E suffici- 
ency in feeds is one that has been given a 
considerable amount of study by Northrup- 


King’s research staff. Only recently, how- 
ever, has vitamin E become available in a 
stabilized and definitely measurable form 
that permitted its use on a scientific basis. 
Northrup, King & Co. now offer the bene- 
fits of this important development to you 
and your customers. Stock and sell Sterling 
Feeds—the vitamin-E enriched line of high 
production feeds. 


NORTHRUP, KING CO. 


1500 Jackson Street N. E. 


Minneapolis, Minnesota 


¥ ADM Wheat Germ Oil 


Order Wheat Germ Oil for Your Own Mixes 


As a service to hatcheries, feeders and commercial feed mixers, Northrup, King & Co. 
offer vitamin E stabilized and biologically assayed ADM Wheat Germ Oil in amounts 
from one gallon up. Get prices and full information. 


¥ ADM Wheat Germ Oil Meals 


TELL US 
ABOUT 
VITAMIN 


NORTHRUP, KING & CO., 
1500 Jackson St., N. E., Minneapolis, Minn. 


Please give us information about importance of vitamin E 
in feeding. Tell us about vitamin E enriched Sterling 


Feeds (1; about ADM Wheat Germ Oil (1. 
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Feed Dealer’s Success 


Based on His Ability 
To Merchandise 


HAT is it that seems to make one 
W incrchant more successful than an- 

other? The answer is the man and 
his merchandising ability. 

There are certain essentials of selling 
which a man must practice before he can 
hope to make a success. They are (1) 
know your product and what it will do on 
the farm (2) understand the customer’s 
problem of feeding (3) discover a cus- 
tomer’s problem, help him solve it and 
put your product in to the solution (4) 
talk the story of satisfied customers and 
prove it by figures and pictures obtained 
from feeders with their own livestock. 

Quotes Dealer Letters 

I could go on for hours generalizing on 
what I have learned about selling, but I 
would rather let the dealers who are right 
on the front line tell about their own 
experiences. So I am going to quote from 
several letters received from actual deal- 
ers who have made a success of selling: 

* * 

“A little over a year ago,” one dealer 
writes, “I was down in the mouth and 
my competitors in town were pushing two 
cheaper feeds and had actually sold some 
of my customers. 

“T got on the war path and called my 
salesman. I told him that I was forced to 
change feed and that I must stock a 
cheaper line at once. 

“He let me unburden myself and then 
started on me. He told me that a dealer 
who sells a quality product always has 
business and customers, whether times 
are good or bad and that the thing for me 
to do was to get out and actually show 
the people what my product would do. 

“We went out together and started 
some hog demonstrations. I sent my truck 
out to haul some hogs in and did all I 
could to help the feeders run the tests. 
This got my boys in the elevator hot and 
they started talking hog feeds. Since then 
we have had many demonstrations and I 
have 105 names on my hog sales list.” 


The average monthly sale of hog feed 
in one store was about 500 pounds and 
the majority of this was sold in five, ten 
and 25 pound quantities. Naturally, the 
men at the store were not interested in 
hog feed. Why should they be? The small 
amount they sold in broken packages was 
more a nuisance than anything else. Some- 
body had the bright idea of trying to 
build up an interest in hog feed. In order 
' to start this interest they went to the local 
stock yards and obtained permission to 
run a feeding demonstration. This per- 
mission was granted. Two pens were 
loaned. The dealer bought a litter of 
eight pigs. The manager of the stock 
yards divided them putting four in one 
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pen and four in the other. The pigs were 
kept on a concrete floor. One pen was fed 
yellow corn in self feeders and one was 
fed corn and supplement in self feeders 
with fresh water. 

This demonstration soon attracted in- 
terest. Signs were put up on the pens and 
the stock yards weighed the hogs every 
two weeks. These weights were put on a 
blackboard. In a short time people re- 
fused to believe that the hogs had been 
litter mates. The manager of the stock 
yards became greatly interested; the peo- 
ple at the store became enthused and 
began to try to sell hog feed. 

The manager of this feed store became 
so inspired that he tried the experiment 
of talking hog supplement to every single 
person who came into his store, showing 
them the records of these demonstrations 
without even asking them whether they 
had one or more hogs. He was amazed at 
the number of old customers to whom he 
sold hog feed. A year and a half ago five 
bags would last him a month; today it 
takes 350 to 450 bags to take care of his 
business. 

* * * 

“We believe the increase in our feed 
sales over the past few months can be 
traced to field contacts and direct adver- 
tising,” writes another dealer. “Most 
noticeable is our increase in sales of hog 
supplement and I believe this can be 
traced almost direct to one feeding dem- 
onstration that was carried out by a 
young man just starting a farm. 

“This young man lived in a neighbor- 
hood where many hogs are raised, and he 
came to our office looking for corn to 
feed out 63 head. We figured that by 
feeding our supplement he would have 
enough corn to feed them out, so we per- 
suaded him to try it. The hogs did excep- 
tionally well; much better than any of his 
neighbors’ hogs, and he had some corn 
left after the hogs were sold. 

“We gave this demonstration wide pub- 
licity through the newspapers and other 
direct advertising through our own office 
and also by personal contact. In his own 
words, ‘it burned some of the old feeders 
up to learn that I had beat them raising 
hogs.’ One after another fell in line and 
each got his publicity in turn until prac- 


_ tically the whole neighborhood was using 


our supplement. We used the same tactics 
in other parts of the county with equal 
success.” 

* * * 

“Until March 1935 this organization 
never sold feeds,” still another dealer 
writes. “The business is primarily farm 
machinery, hardware, etc., or as the 
slogan indicates, “Everything for the 
farm.” When we decided to handle feed, 


A. G. PHILLIPS 


Mr. Phillips, Allied Mills, Inc., Chicago, mer- 
chandising expert delivered the address published 
herewith at the recent convention of the Ohio 
Grain, Mill & Feed Dealers association. 


we had no idea that the following year 
we would sell 450 tons of commercial 
feed. In fact, we almost missed this vol- 
ume of business, because, due to small 
sales in December 1935, there was serious 
thought of abandoning the feed business. 
However, the following month we mus- 
tered together enough tonnage to order 
our first car. We built a little 2x4 feed 
room that would hold about 12 tons. By 
putting some real effort behind the feed 
we were selling, we had no trouble selling 
another car. 

“Our large volume was built on several 
different ideas. First, we displayed feed 
in our store room where everyone who 
came in could see it. We carried on re- 
sale work, working mainly on new cus- 
tomers. We gave rapid fire delivery serv- 
ice at no cost to the farmer, even though 
he wanted only one bag of feed. The 
same service still applies but our truck 
scarcely leaves the warehouse now with 
less than one half ton, going to several 
customers in the locality. If a customer 
doesn’t buy again when I think he should 
be needing feed, then I go to see him. I 
try to find the farmer better markets for 
his products. If he has corn, grain or hay 
to sell, I can usually find him a buyer. If 
he wants to buy pigs, I try to find them 
for him or vice versa. In this manner we 
render him a service which pays us no 
direct dividends, but when he wants feed 
we get the order. 

“We advertise a lot—small readers 
every week with a big ad before the 
opening of a season. A monthly letter goes 
to 300 of our customers, written in such 
a manner that they read it. Finally, I 
live, eat, talk, and sleep feeds. If I go 
out to sell a piece of farm machinery I 
never leave the prospect until I talk feed. 
Usually I get a feed order too. 

“We never try to oversell a man. If he 
orders four or five tons of feed, we stag- 
ger the delivery so that he never gets 
tired of seeing a big pile of feed on his 
barn floor. This is important, as I have 

(Continued on Page Thirty-one) 
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e PAUL D. KOOPENHAVER, Boone, 
Ia., has purchased the Harmon feed store 
of Boone. 


ae 


e FERNANDO VALLEY MILLING & 
Supply Co., Van Nuys, Calif., manufac- 
turers of alfalfa meal, have appointed 
Fred DeHoff, formerly with the F. E. 
Booth Co., as broker to represent the 
firm in northern California and the bay 
region. 


ae 


JOINS CARGILL 

Dr. Max C. Markley has resigned from 
the faculty of the University of Minne- 
sota to become chief chemist and direc- 
tor of research for Cargill, Inc., Minne- 
apolis. Extension of grain testing activi- 
ties and the establishment of a research 
department will be among his duties. 
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You Too 


WILL HAVE SOMETHING 10 


ACTUAL TESTS prove the high potency and great econ- 
omy of VITAND—the pure U.S.P. COD LIVER OIL CON- 
CENTRATE. The VITAND way is the sure way to strong 
bones and good health necessary for high egg productivity. 


For Profit Rise Vitand-ize 


* 400 A. O. A. C. Vitamin D Chick Units per Gram 
* 3000 usp. Vitamin A xi units per Gram 


The standard quality and uniformity of VI- 
TAND is guarded IN OUR OWN BIOLOGI- 
CAL LABORATORIES constantly. 


Good Business Year Predicted 
By Indiana Dealers 


OTH business and entertainment 

featured the mid-summer meeting 

of the Indiana Grain Dealers’ as- 
sociation held June 7-8 at the Sargent 
hotel, Lake Wawasee, Ind. Mornings were 
devoted to discussing problems in the in- 
dustry while afternoons were given over 
to games and frolic. 

Visiting dealers volunteered crop re- 
ports at the first day session and informa- 
tion gleaned revealed that prospects in 
general are exceptionally good with the 
wheat yield expected to duplicate the 
big crop of two years ago. 


UNITS 


INCORPORATED 


CAMBRIDGE, MASS. 
Sales Offices: 282 Portland Street 


e20°¢e 


FOUR SIXTEEN DIVISION STREET - BOONTON -N. J. 


15 East 26th Street 
Vitand Warehouse Stocks at: 


NEW YORK CHICAGO 


Palmolive Bldg. 
CHICAGO BOONTON, N. J. 
MINNEAPOLIS JANESVILLE, WIS. 


S. W. Wilder, Cedar Rapids, Ia., 
president of the Grain & Feed Dealers 
National association, addressed the con- 
vention and commented on national af- 
fairs. He pointed out the necessity for 
associations to have representation at im- 
portant legislative conferences when new 
bills are being considered and drafted. 

Dr. H. E. Barnard, Dearborn, Mich., 
director of research for the Farm Che- 
murgic Council, cited the recent progress 
made in agriculture through scientific re- 
search. O. L. Barr, Bicknell, Ind., advo- 
cated that elevators install seed grain 
cleaners, grading and treating machines 
and offer this service to farmers, there- 
by increasing the volume and improving 
the quality of the crops received at har- 
vest time. 

Fred K. Sale, secretary of the associa- 
tion, warned dealers of the defrauding 
itinerant truck situation and told of some 
of the methods used to cheat dealers on 
weight. 

G. A. Pritchard, Fortville, Ind., legis- 
lative committee chairman, offered a re- 
view of the 1937 laws which affect grain 
dealers. He referred to the landlord’s lien 
amendment, a new law forcing dealers to 
keep records of grain and seed purchases 
and sales and a law reducing truck license 
taxes to a minimum. 

“Selling Remodeled Ideas” was the 
subject of a talk given by W. R. Beck, 
Shelbyville, Ind. He stressed the impor- 
tance of grasping new ideas and putting 
them into effect to increase business and 
declared that under present conditions a 
dealer cannot rely solely on his own brain 
to produce these ideas but—must gather 
them from intimate contacts with other 
dealers and members of the trade. 


© HOLMES MILLING CO., Downs- 
ville. N. Y., has discontinued business. 
Horace Brannen who has had charge of 
the business will devote his time to farm- 
ing. 


NEW DISTRIBUTOR 
Buffalo Scale Co., Buffalo, N. Y., an- 
nounces the appointment of E. J. Kelly, 
2010 Locust street, St. Louis, Mo., as 
distributor for its complete line of Buf- 
falo scales. His territory includes Mis- 
souri and southern Illinois. 


Texas Ranchers Killing 
Hoppers With Guns 


Dorsey Grain Co., Fort Worth, Tex., 
reveals a new sport which ranchers in that 
state are practicing. 

The grasshoppers there are so big, the 
firm reports, that farmers out in Haskell 
county are shooting them with .22 rifles. 

Ray Jacobs on the Kliner ranch popped 
one off a radio wire like he was gunning 
for a bird. He snipped the wire in two 
with the bullet but dropped the hopper. 

J. R. Coody on the Coody ranch makes 
hopper hunting a daily pastime. He shot 
one with a six shooter the other day. 
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CROW ABOUT— IF YOU SELL THEM 


Fassbinder’s Sales Average A Ton 
Of Hog Feed Per Day 


@ Knowledge of Product Big Factor in Success 


feed business if you’re in the hog 
feed business. 

W. S. Fassbinder, Elkader, Ia., dur- 
ing the calendar year, 1936, sold 365 
tons of hog supplement—a ton for every 
day in the year! 

One reason why Mr. Fassbinder has 
been so successful is the fact that he 
puts his efforts behind the sale of feed 
throughout the entire year and does not 
consider it a seasonal product. Here is 
his record for 1936: 

Can You Beat This 


Te is no crime in hogging the 


February ...... 13 tons 


Whenever a customer comes into the 
Fassbinder feed store and asks for tank- 
age, he is immediately told about the 
merits of the supplement which Mr. 
Fassbinder handles and the results it will 
give as compared to tankage. Nine out 
of every ten hog feeders presented with 
the argument buy the supplement. 

Conducts Feeding Tests 

Another reason for Mr. Fassbinder’s 
record in sales is due to the fact that 
he has personally helped supervise actual 
feeding tests. He has kept feed and grain 
records during these tests and has used 
these figures to re-sell old customers as 
well as to convince new prospects. He has 
even gone so far as to exhibit a litter of 
pigs at the county fair and feature the 
complete feeding records of these pigs 
from farrowing to market time. 

Whenever a new customer purchases 
hog feed from Mr. Fassbinder he is fully 
instructed on the proper methods of feed- 
ing it. He follows up by calling on the 
users from time to time to see how the 
hogs are getting along. Mr. Fassbinder 
has discovered that these calls enable him 
to protect the reputation of his product, 
for in several cases he found the pigs to 
be diseased and had he not called this 
fact to the attention of the farmer, the 
feed would have been blamed for the poor 
showing. He reports that he has found 
worms to be the most common difficulty 
and he has developed a profitable side 
line in selling worm capsules. 

Arranges Bank Loans 

Feeders are impressed with the fact 
that a good pig crop cannot be expected 
unless sows are properly fed from the 
time of breeding to farrowing. Much of 
the supplement he has sold has been used 
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for feeding sows and gilts during the 
gestation period. 

When the farmer wants.to buy a supply 
of supplement but lacks the ready cash 
Mr. Fassb:nder goes to the local bank 


W. S. Fassbinder, left, shows a customer why 
his product will return bigger profits when fed 
to hogs. 


with him and helps arrange for a loan. 
His experience in feeding for profit has 
helped him convince the bankers that it is 
safe to loan money for this purpose. 

In the late spring and early summer 
Mr. Fassbinder conducts a_ canvassing 
drive to get every possible feeder on his 
supplement program. He finds that during 
threshing time farmers get together more 
frequently than at any other time of the 


ILLINOIS 

Old Mill, a landmark for many years 
at Wilson and Smith streets, Palatine, 
was destroyed by fire recently with a loss 
estimated at $2500. The structure had 
been leased by the Koelling Feed Co. 
which also has a feed plant near Crete. 

Hugh Fox has opened a feed store in 
the Richardson building, Alexis. 

Frye Bros., Boston, are constructing a 
new 20x30 foot feed warehouse. 

George Collingwood has leased the 
former Cable Mercantile Co. store, Sher- 
rard, and has moved his feed business and 
cream station to the new location. 

Schulze’s Feed & Seed Co., Hardin, has 
installed a new feed mixer. 

Sunshine feed store, Taylorville, is con- 
structing a modern elevator. 

H & M Supply Co. and the Wade Grain 
& Feed Co., both of Paris, are constructing 
large additions to their present plants to 
take care of increased business. 

Arcola Grain Co., Arcola, has been in- 
corporated with a capital stock of $20,000. 
Incorporators are F. L. Evans, E. B. Evans 
and H. C. Horton. 

Farmers Elevator Co., Ridge Farm, IIL., 
has erected a new feed warehouse. 


year and are inclined to talk over their 

hog feeding problems. The satisfied users 

of Fassbinder’s feed prove to be his best 

advertisers and he has records to prove 

this, for his sa’es during the threshing 

season always show a decided increase. 
Keeps Well Informed 

When a hog raiser gets into a conver- 
sation with Fassbinder he finds him cap- 
able of discussing all phases of feeding 
and management. He has developed his 
information to a point which enables him 
to solve many prob'ems for his custom- 
ers, a favor which results in confidence 
and continued business. 

Regular advertisements are published 
in the weekly newspaper featuring hog 
supplement. The copy in these ads is 
woven around results obtained by cus- 
tomers using the feeds and often the fig- 
ures obtained in tests are emphasized. 

There are 445 feeders in Mr. Fassbin- 
der’s territory and practically all of them 
are his patrons. Those who have been 
slow to swing over to his feed are grad- 
ually becoming convinced through the 
good words spoken about it by their 
neighbors. 

One of his customers has used Fass- 
binder’s feed for the past six years and 
has marketed his hogs twice each year at 
slightly less than six months of age. Dur- 
ing this entire period this feeder has had 
two pigs less than a ten pig litter average. 
Mr. Fassbinder, despite the record 
achieved last year, is conficent that he 
can do even better during 1937. 


e CHARLES W. ADAMS, well known 
to the grain trade throughout the country, 
has become associated with the Lucke- 
Gibbs Grain Co., Omaha, Neb. Mr. Adams 
is a brother-in-law of Carl Hou‘ton, man- 
ager, grain department, LaBudde Feed & 
Grain Co., Milwaukee, Wis. 

e H. C. GOODSELL has disposed of his 
share in the Nashua Feed Mil, Nashua, 
Ia., to his partner Galen Mellinger. Mr. 
Goodsell will establish a wholesale feed 
business. 


e PERRY PEARSON, Farmers Coopera- 
tive Elevator Co., Pocahontas, Ia., has 
been appointed to take charge of the ele- 
vator at Westview, Ia., recently leased 
by Cargill, Inc., Minneapolis, Minn. 
LEAVES SWIFT 

J. J. Ferguson has resigned as head of 
the animal feed department of Swift & 
Co., Chicago. He has been succeeded in 
this position by A. C. Spierling, and S. D. 
Hollett has been made sales manager. 
Both men have been with Swift & Co. for 
many years. . 
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Another 
DOUGHBOY 


Watch the August Issue of The Feed Bag 


| IT WILL SOLVE | : 
YOUR TOUGHEST PROBLEM 


NEW RICHMOND ROLLER MILLS Co. 


NEW RICHMOND . WISCONSIN 


Most Complete and Fastest Service in the Middle West 
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Nutrition Experts Put Vitamin Study 
On Scientific Basis 


@ Address Delivered at Ohio Convention 


were content with rations contain- 

ing sufficient energy food, growth 
food, minerals and vitamins, to prevent 
malnutrition and deficiency diseases. Now 
they recognize that beyond that standard 
a further addition of vitamins produces 
a further gain in vitality and longevity. 
Naturally, increased vitality will result in 
increased production. 

To the credit of research and vitamin 
organizations, quantitative or optimum 
requirements of each of the vitamins per 
unit of live stock is nearing the standard 
of perfection. A striking example of this 
is the A. O. A. C. method of interpreting 
the effectiveness of vitamin D carriers on 
poultry as compared to the same effec- 
tiveness of said vitamin D carriers on 
experimental white mice. By establishing 
a standard reference vitamin D carrier, 
that is as potent unit for unit on an ex- 
perimental rat as it is on members of the 
avian family, there has been developed 
the chick unit of vitamin D. 

Quantitative Requirements 

Added to this, several universities have 
actually brought to us definite require- 
ments from the quantitative viewpoint, 
i.e., how much vitamin D is necessary per 
100 pounds of feed to produce the very 
best of results. The same holds true today 
in vitamin A, as evidenced by the con- 
tributions of Texas and New Jersey state 
experiment stations. Cornell and Ohio 
State and other universities are perfecting 
standards for the quantitative require- 
ments of vitamin G. It will not be too 
long until definite standards will have 
been adopted for all the vitamins. 

A newer concept in vitamins is the re- 
evaluation of the vitamin substances, not 
in the order of their alphabetical arrange- 
ment, but rather in the order of their 
relative importance to the life cycle of the 
fowl or animal. Unfortunately the usual 
text or reference books present the sub- 
ject in a time honored fashion of alpha- 
betical arrangement with little thought as 
to the actual commercial importance. 

The Reproduction Vitamin 

The first vitamin that has to do with 
the foundation of the livestock industry 
is vitamin E. It has been stated that with- 
out vitamin E there can be no reproduc- 
tion and without reproduction there can 
be no industry. Since we are certainly 
concerned with an industry dealing with 
reproductive performance, we must direct 
our attention to vitamin E. 

The usual practice to follow in giving 
any consideration to vitamin E is to refer 
to some standard book and therein find 
it alleged that vitamin E is widespread. 
But is it? It is time to cross-examine such 
statements; it is time to delve into reali- 
ties and discount speculative ideas un- 


oe recently, nutrition experts 
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supported by scientific fact. Why not con- 
sider the reproductive performance of the 
feeding practices of today? 

Are feeds giving maximum hatchabil- 
ity; do they keep our birds absolutely free 
from a typical E paralysis? Are feeds 
giving maximum performances for ani- 
mals, which would mean no resorbtion, 
no slips and no misses with their attend- 
ant financial losses? Only when we have 
maximum performance should we give no 
thought to vitamin E. 

In view of such questions, some simple 
illustrations are in order to vividly em- 
phasize where we stand in the matter of 
vitamin E. 

Vitamin E and Hens 

The hatchery operator is in a position 
to observe the beneficial effects of vitamin 
E and the impairment of his progress and 
profit by its lack. Starting with a fer- 
tilized egg, the end product of hatching 
effort depends on the quantities of vitamin 
E supplied to the producer of the egg, 
namely the hen. A complete lack of E 
finds embryonic life arrested at fertiliza- 
tion with resultant zero hatchability. 
Should the hen be supplied with a little 
vitamin E, embryonic development ends 
in death during the fourth or fifth day. 
A little more vitamin E in the ration car- 
ries the embryo through this second criti- 
cal period with death occuring from the 
18th to the 19th day. Again embryonic 
death defeats hatchability. Should just 
sufficient vitamin E be present to success- 
fully bridge these critical periods, the re- 
sult is a weak and unsalable chick with 
still no profit to show for the efforts. 
Only when the ration contains a suf- 
ficiency of vitamin E does the chick be- 
come vigorous, salable and desirable in 
every respect. 

Detecting the Deficiency 

A low hatchability is not the only in- 
dication or effect of a vitamin E deficiency 
in a poultry flock. An insufficient amount 
of the vitamin is frequently reflected in 
poor egg production and fertility. The 
usual “spring slump” may be regarded 
quite logically as the result of a deficient 
winter diet. 

The “conditional” symptoms of vitamin 
E deficiency observable in flocks have 
been described to include roughening of 
the feather, drooping of the wings, pale- 
ness of the comb and wattles, impover- 
ished appetite, emaciation, muscular un- 
balance with disinclination to walk about, 
sudden tremors and drop in bodily tem- 
perature and finally death. 

Much the same failure due to vitamin 
E deficiency is experienced by the dairy- 
man but with even greater loss. Here it is 


a question of dollars against nickels. The 
extent of vitamin E deficiency determines 
the effects in breeding animals and may 
result in temporary sterility, resorption 
of the fetus, abortion, still birth or birth 
of a weak, vitamin E deficient and im- 
paired animal. 

In view of such realities that may be 
controlled it, therefore, seems desirable 
that whereas it has been profitable to 
definitely know the value of vitamins A 
and D and make adjustments and addi- 
tions accordingly, we should certainly take 
action to favor vitamin E. To utilize feeds 
and feedstuffs we must have an animal 
or a fowl and to get that animal or fowl 
we certainly need vitamin E in measured, 
assayed quantity. 

One thing new in vitamins then, is ap- 
preciation of definite measurement pos- 
sibilities with respect to vitamin E. An- 
other thing is the recent research data 
which has been released with respect to 
vitamin G. 

The Growth Vitamin 

Vitamin G or growth vitamin is one 
of the factors of the vitamin B complex. 
It now has been identified definitely as 
vitamin Be or lactoflavin, a_ specific 
chemical substance with a _ chemical 
formula. It has been extracted in pure 
crystal form from the watery part of 
milk. 

Scientists constantly seek to simplify 
the abstract vitamin designations such 
as A, B, C, etc. Vitamins are definite 
substances which may be seen, weighed 
and measured. Their use in nutrition is 
just as readily observable as the use of 
bricks in constructing a building. 

Research men succeeded in 
demonstrating this with lactoflavin. Only 
a few years ago nothing definite was 
known about the growth substance ex- 
cept that it was associated with a group 
of several vitamin substances contained 
in the watery portion of certain food- 
stuffs. As scientists narrowed their search 
they found that the growth substance 
could be isolated from the B vitamin 
complex. Recently they have proved 
what lactoflavin represents by giving it 
a chemical formula and an identity of 
its own. 

Lactoflavin is particularly abundant in 
the watery portion of milk, which gives 
it its name—flavin of milk. Flavins also 
are found in such other products as 
yeast, liver and certain field crops, but 
all flavins in their pure state are iden- 
tical chemically and therefore many 
scientists name them by the one term, 
lactoflavin. 

Lactoflavin crystals are of a brownish- 
yellow color and may be seen readily 
under a microscope. In proper solutions, 

(Continued on Page Thirty-one) 
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MICHIGAN 

King Milling Co., Lowell, sustained 
damages ranging between $5,000 and 
$10,000, as the result of a washout of its 
feed mill fume recently. Operations have 
been suspended pending necessary repairs. 

Quality Feed & Supply Co., Marine 
City, has filed a certificate of dissolution. 

Rockafellow Grain & Seed Co. elevator, 
Middleton, was destroyed by fire June 13 
with a loss estimated at $20,000. 

Guy M. Rowell, Yale, who has operated 
the Peoples elevator at Peck for several 
years under lease has purchased the plant 
from George and D. E. Middleton. 

Earl W. Watson has taken over the 
management of the Chelsea Milling Co., 
Chelsea. He was formerly sales manager 
of the Cascade Mill & Elevator Co., Great 
Falls, Mont. 
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Youn Declanation of Independence 


By EMIL J. BLACKY 


On July 4th long years ago, 

As fact and history will show 

Our able fathers took their pen 

And signed as independent men 

That document we celebrate 

Which truly made our country great. 
Now, every feed man in the land, 
Should wield an independent hand 
And loose himself from shackles free 
That make for mediocrity. 

The first of these to give the air 

Is that oppressive swivel chair 
Which chains you down and makes you 


SELL THEM FEED 


that will cut their Feed costs! 


@ More pork pounds—in fewer weeks—on less corn and 


grain — at a lower total cost! 


That’s the story behind 


Sterling Pig and Hog Balancer. Each sack you sell means 
a profit to you—a saving and a profit to your customer! 


Well Advertised. Push Sterling Pig and Hog Balancer! 


Wholesale Feeds and Seeds 


NORTHRUP, KING «CO. 


Minneapolis 


Dependable 
Since 1884 


Minnesota 
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shirk 
Instead of getting out to work. 
Down, too, with all those bad accounts, 
Which grow into immense amounts, 
Then topple over all too soon 
And bury you beneath the ruin. 
An air-tight credit plan will lick 
This strangle hold which makes you sick 
Or better still apply the lash 
And sell for nothing else but cash. 
Declare yourself once more, my friend, 
To bring to an ignoble end 
The stock that clutters up your store 
And makes a visit there a bore. 
Rejuvenate the inside well; 
You can’t do business in a cell. 
Instead of shouting, “beat it, scram”, 
Let merchandise say, “here I am’. 
And when you've cleaned up every shelf 
Take inventory of yourself. 
Are you the champ of yesteryear 
With selling tactics in high gear 
Or have you slipped into a rut 
And fallen for that uppercut 
That’s dealt to those who think they’re 
wise 
And do not have to advertise?- 
Yes, Independence Day is great, 
Upon it hinged our country’s fate, 
/t means an awful lot to you, 
So let it rule your business, too. 
@e CONKLIN ELEVATOR, Ravenna. 
Mich., has reopened its general feed and 
grinding business under the management 
of Fred Taylor. 


INDIANA 

Poseyville Grain & Feed Co., Posey- 
ville, has made extensive improvements to 
its plant and installed a new electric 
dump. 

Bahler Grain & Feed Co., Greentown, 
Ind., is constructing a new office with 
shower baths in the basement of the build- 
ing for the convenience of employees. 

Fred McGaughey and Dean Webster 
have purchased the Russellville flour and 
feed mill from C. T. Webster, Russell- 
ville, who was recently removed to a 
sanitarium, 

Joe Baker feed mill, Mackey, was 
destroyed by fire June 22 with loss esti- 
mated at $2500. 

Farmers Elevator Co., Upland, has been 
purchased by Kenneth M. Snyder, former 
manager, Hoosier Grain & Supply Co., 
Yoder. 

Dwiggins & Sons who opened an alfalfa 
meal mill at Goshen last year are enlarging 
the plant. 

Haynes Milling Co., Portland, has been 
incorporated with a capital stock of $100.- 
000. Incorporators are Edward M. 
Haynes, Florence H. Starbuck, Joseph F. 
Hanlin, Clarence E. Peters and John C. 
McCrum. 

E. E. Allison was elected president of 
the Indianapolis board of trade, Indian- 
apolis, at the annual election June 14. 
I. W. Lemaux was chosen vice president 
and Albert O. Deluse was named treasurer. 
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Merchandising 


a horse for $5.00. He traded the horse for a bunch of 

chickens; then the chickens were given in exchange for 
a cow. Later the cow went for a pig and the pig was traded 
for a rickety old wagon which he finally sold for $5.00. “But 
you didn’t make any money out of the deal,” a friend re- 
marked. “No,” replied the darkey, “but just look at the busi- 
ness Ahs been doin’.” The modern merchandiser is not satis- 
fied merely to “do a lot of business”’—he’s out to make a profit. 
To do that, certain vital factors must be taken into considera- 
tion. 


O:: upon a time there was a colored man who bought 


Maintain a Balanced Stock 

To attempt to run a store without any stock would automa- 
tically class one as “slightly balmy”, but from a merchandising 
standpoint it is equally fatal to the successful business for a 
merchant contantly to be out of items. The first principle of 
merchandising success, then, is to keep a sufficient stock on 
hand to supply the basic needs of your customers. Usually that 
will consist of the amount of the average sales between re- 
ordering dates and sufficient extra stock to act as a factor of 
safety—to prevent running out before the new order is deliv- 
ered. It is equally important, however, to carry no larger 
stock than is actually necessary to meet the needs of your 
customers. To do so ties up capital and reduces turn-over. 
And that matter of relative turn-over, by the way, is important 
to consider in deciding which lines to stock. As far as possible 
you will want to concentrate on the most rapidly turning items 
—the most profitable items. An adequate program of stock 
control will bring the dealers seven major advantages: 

1. It takes the guess out of buying. One dealer uses an 
effective form through which he knows he won’t run out of 
stock and also that he won’t order too much. This particular 
dealer keeps a minimum stock, below which he tries never to 
run. When making out orders he first includes enough to fill 
out his minimum stock and then he adds his average sales and 
his special large orders to make up the total order. 

2. Adequate stock control makes it easier to keep a complete 
stock. You can lose a customer just as easily by being out of a 
single item as by being out the whole line. 

3. Proper stock control helps increase turn-over, keeps down 
excess orders, checks up on slow-moving items. 

4. Stock control helps to avoid loss from waste and obsol- 
escence, 

5. Stock control makes it easier for you to plan for the 
future. You can watch the trend of business and adjust your 
buying program accordingly. 

6. Effective stock control helps you hold customers. If a 
customer is plowing and wants a fertilizer right now, he won’t 
be inclined to wait ten days until the next car arrives—nor will 
he let his cows starve for a couple of days until the next car of 
feed comes in. 

7. Finally, sound stock control will increase your profits. 

See That You Get What You Order 

Stock control begins with the receipt of the goods you have 
bought. Check carefully when a shipment arrives to see that 
everything you ordered has been received or if there is any 
shortage or any damage. A “blind” check is sometimes desir- 
able. This is simply a complete list of all items and of all ma- 
terial received made out from the shipment itself. By this 
method omissions are sometimes caught that might not be 
caught by the plan of merely checking the invoice. The blind 
check plan is also a check on the trustworthiness of employees 
doing the receiving. The receiver’s count should always be 
checked against the invoice immediately so that proper claims 
can be made if necessary. 

The average farm supply dealer requires no elaborate re- 
ceiving department. In smaller stores the proprietor will prob- 
ably handle the work himself. In a medium sized or larger 
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Farm Supplies 


establishment it may be advisable to delegate one person to 
act as a receiving clerk along with other duties. 

On slower moving items such as machine repairs, dry goods, 
etc., it is important to mark items when putting them into 
stock. The tag should include the manufacturer’s number, the 
date received (or purchased if desired), the cost (in code), 
and the selling price. The more rapidly moving, bulky items 
such as feed, seed and fertilizer will probably not require mark- 
ing. Your records will give adequate information regarding 
costs should it be necessary. 

Comparing what you had when you started business with 
what you have now may be one nice way of looking at inven- 
tory—a way in which a lot of merchants might like to look at it, 
but certainly such a conception doesn’t fit into a program of 
modern merchandising. In the first place taxes are based on in- 
ventory; so is insurance to a large extent. Inaccurate inventory 
might result in paying higher premiums or higher taxes than 
are necessary, or in the case of property damage might result in 
a definite loss to the merchant. Moreover, accurate inventory is 
necessary in figuring turn-over. Certainly without informa- 
tion regarding turn-over a dealer is in a rather poor position 
to know whether he’s doing as well as he should or not. 

In the case of large unit sale items or bulky items a perpetual 
inventory can be used to advantage. A perpetual inventory on 
such items as groceries and dry goods, however, would be 
likely to prove burdensome. 

This plan requires that a sales ticket be made out on every 
sale—cash or charge. These tickets are then totaled at the end 
of the day and the sales deducted and the stock shown on the 
stock record card. Or, bin tags may be used in some cases. 
According to that plan, a tag is attached to each bin. The total 
stock is indicated and every time an item is removed it is 
noted on the tag. When a definite minimum is reached, it’s time 
to reorder. Theoretically, at least, it is possible to know at the 
end of each day just how much stock of any item is on hand. 
Advantages of a perpetual inventory are (1.) Stock control is 
simplified and ordering is made easier. (2.) You are better 
protected on your insurance policy in case of fire. (3.) Reduced 
leakage due to theft and carelessness. 

In case the mark-up of all your lines is approximately the 
same percentage, the retail price method of estimating inven- 
tory can be used. After the initial physical inventory, the ap- 
proximate stock on hand at any later date is computed by ad- 
ding purchase in dollars and deducting sales. This: example, 
using a mark-up of 25 per cent, illustrates the plan: 


Per Cent of 

Cost to 

Cost Price Sales Price Sales 
Inventory Jan. Is $ 8,000.00 $10,000.00 80 per cent 
Add. Jan. Purchases............ 3,000.00 3,750.00 80 per cent 
Total available for sale........ $11,000.00 $13,750.00 80 per cent 
Deduct: Jan: 5,000.00 6,250.00 80 per cent 

Inventory Janz $ 6,000.00 $ 7,500.00 


Probably the majority of merchants depend upon the peri- 
odical physical inventory for their facts. Even though a per- 
petual inventory be kept, or if the retail method of figuring 
inventory is used, there should be occasional physical inven- 
tories to check the figures and to check the particular system 
being used. Moreover, the physical inventory will be a check 
on the accuracy and honesty of your employees. Many dealers 
take physical inventory of their stock only once a year. That’s 
not frequent enough, if it is the only form of inventory avail- 
able. It should be taken at least twice a year and if it can be 
taken once a month you will get a fairer average inventory for 
the year. If your physical inventory is used to check a perpetual 
inventory on your retail inventory figures, you'll. find it most 
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convenient to check one department at a time. For instance, 
if your business is divided into feed, seed, fertilizer, hardware, 
machinery and sanitary products department, you can arrange 
physical inventory of one of those departments every two 
months. In the course of a year you will have checked every 
department without the task becoming burdensome. Depart- 
ments may be checked twice a year by this easy method if 
desired. 

In taking inventory it is customary to work in pairs; one 
person does the counting and another records the quantities. 
Where relatively few lines are handled inventory may easily 
be entered on sheets, listing the items, purchase dates, and 
quantities in columns, Such sheets will also provide columns 
for figuring the inventory values. If a third person is available 
for the work he may do the actual figuring. 

The general practice is to figure inventory prices at retail 
in order to make the figuring of turn-over easier. Dealers who 
figure inventory at cost should use either cost figures or market 
figures, whichever are lower, in order to reflect conditions 
accurately. Bear in mind, however, that inventory figured at 
cost must be translated into sales values before being divided 
into total sales to determine turn-over. 

Many dealers need to be cautioned against letting their in- 
ventory run too low at the end of the year. This is done, of 
course, in an attempt to reduce taxes and insurance. Such a 
policy is dangerous, however, if stocks are permitted to run 
below a safe margin. Maintaining an adequate inventory may 
mean a slight increase in taxes but losing sales and possibly 
customers because you are out of stock is very likely to rep- 
resent a loss that will far offset the slight saving of low in- 
ventory. 

The Matter of Mark-up 

The difference between the cost of a product laid down in 
your store and the selling price to the purchaser is known as 
a mark-up. If the mark-up is adequate you make a profit; if ét 
isn’t you lose money. You will find merchants everywhere who 
will take a mark-up of, say $6.00 a ton on feed or fertilizer. 
Because they know that some other dealers are taking the same 
mark-up, they think it is adequate for them. As a matter of fact 


such a policy may result in a tremendous loss before the dealer 
wakes up and discovers what’s wrong. Mark-ups should be 
based on your cost rather than on competitive prices. If a com- 
petitor is underselling you on the same quality product it may 
mean that he is cutting out most of his profit, in which case he 
may not be a competitor for long. On the other hand it may 
mean that your costs are too high. You will want to check from 
that angle carefully because if your prices are really out of 
line you want to know it as quickly as possible. 


Figure mark-up on a common base. Many retailers confuse 
mark-up and margin. They are not the same. The former is 
always figured on cost, the latter always on selling price. 

Let’s take the case of the dealer doing $100,000 annual busi- 
ness, whose expenses are $20,000 or 20 per cent. His net profit is 
5 per cent, or $5,000.00. His margin, therefore, is 25 per cent of 
the selling price. 


Correct Way to Figure Mark-Up 

Now let's see what happens if a dealer uses that margin as 
mark-up. Let’s say he buys a bag of feed costing $2.00. 25 per 
cent mark-up is 50 cents, making the selling price of the bag 
$2.50. But remember, his cost of doing business is 20 per cent of 
his selling price or 50 cents. In other words, his profit is entirely 
wiped out. That merchant made the mistake of using a percent- 
age figured on the selling price and applying it to cost. 

Suppose, though, that this dealer’s expenses are 25 per cent 
instead of 20 per cent. That would make his expense plus profit 
a total of 30 per cent. Figuring 30 per cent of $2.00 you find a 
selling price of $2.60, but applying the 25 per cent cost figure 
you find the expenses of 78 cents reduces the net income to 
$1.82—18 cents less than cost or 18 cents loss. 

What then is the correct way to figure mark-up? If the 
dealer’s selling price is 100 per cent (and remember in figuring 
that the selling price always is 100 per cent, and his expenses 
plus profit is 25 per cent, then his cost is 100 per cent less 25 
per cent, or 75 per cent. In this particular example then, $2.00 
equals 75 per cent and the selling price or 100 per cent equals 
$2.67. Now apply your 20 per cent cost to $2.67 and you find 
there remains a profit of 14 cents. 


MR. FEED MANUFACTURER — 


WHEN YOU BUY COD LIVER OIL — REMEMBER 
There's No Substitute For Quality — Not Even Price! 


Cheap Cod Liver Oil 
‘Cheap oil—cheap results. Pro- 
tection cannot be assured 


GORTON'S SUPER-A Cod Liver oi | 


“Sure, | put this oil in my poultry 
and dairy mashes. My customers 
can’t kick; they don’t pay for any 
more than they get.” 

“I know it doesn’t give them the 

protection they need, but that 

isn't my fault. They want some- 


o use this SUPER-A oil in all | 
my feeds. It pays because it costs 
only a few cents more and assures 
my customers complete protec- 
tion.” 

“It's building my business as well 
as my customers!" 


i Assures complete protection 
against rickets. Always uni- 


‘ested on live 


assure perfect results. 
4 Manufactured by Gorton- 
oldest andlargestpro- 
ducers of codfish products 


in America. 


The JOBBING DIVISION of Farm Service Com- 
pany, a division of General Mills, Inc., is exclusive 
distributor of Gorton’s Super-A Cod Liver Oil 
throughout this entire area. 

We are equipped to make delivery on Cod Liver Oil from 
various distributing points strategically located. We also 
solicit your inquiry whenever you are in the market for any 
type of feed. 


DIVISION 
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National Feed Week 


Endorsed by Dealers 
At Ohio Conclave 


ATIONAL Feed Week, sponsored by 
N The Feed Bag, was officially en- 

dorsed by the Ohio Grain, Mill & 
Feed Dealers association in a resolution 
adopted at the annual convention held at 
Cedar Point, Sandusky, Ohio, June 21 and 
22. Attendance exceeded 200 persons. 

G. E. O’Brien, O’Brien Milling Co., 
Greenville, Ohio, was chosen president of 
the association to succeed E. L. Allton, 
St. Paris, Ohio. Other officers elected were 
H. R. Wooley, Pickerington, first vice 
president; L. G. Bradstock, Wellington, 
second vice president, and W. W. Cum- 
mings, Columbus, secretary and treasurer. 

Problems More Complex 

In his annual address which opened the 
convention Mr. Allton, called attention to 
the complexity of government problems 
and increased competition in the grain and 
feed business and cited the need for close 
cooperation among members of the asso- 
ciation. Mr. Cummings followed with a 
report of the organization’s activities for 
the past year and warned the dealers 
against legislation proposed to fix wage and 
hour standards for labor. 

Drastic changes in our economic sys- 
tem were cited by Ray B. Bowden, execu- 
tive vice president of the Grain & Feed 
Dealers National association, who opened 
the afternoon session. 

“Dictatorship is facing us,’ he warned. 
“Grain and feed dealers are individualists 
but are coming to realize that they must 
organize for self protection.” 

Minimum Labor Bill 

Mr. Bowden also analyzed the Con- 
nery-Black bill offered in congress, which 
he explained failed to express set hours 
and wages. Labor, he added, is refusing 
to support a minimum wage bill because 
minimums are likely to become standard 
and no one wants to assume the responsi- 
bilitysfor naming hours and wages. 

An address on new developments in 

vitamins by Samuel M. Golden, Amburgo, 
Corp., Jamestown, N. Y., followed and is 
published elsewhere in this issue of The 
Feed Bag. 
_ The convention hall was then turned 
into a movie theater and those attending 
observed motion pictures introduced by 
J. W. Huntington, Mill Mutuals Co., Col- 
umbus, and entitled “Dangerous Dusts” 
and “Wheels Across Africa”. 

Addresses by A. G. (Chick) Phillips, 
Allied Mills, Inc., Chicago, on feed mer- 
chandising and David K. Steenbergh, man- 
aging editor of The Feed Bag, Milwaukee, 
on National Feed Week followed and 
both are published elsewhere in this issue 
of The Feed Bag. 

Speakers who concluded the sessions 
were Fred Mayer, Toledo, and E. F. 
Manthey, Chicago, who told of illegal tac- 
tics, employed by some itinerant truckers. 
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The annual banquet held in the evening 
was well attended. F. E. Watkins, Cleve- 
land, served as toastmaster and introduced 
leaders in the feed and grain trade who 
were present. Community singing was led 
by G. A. Holland, Old Fort Mills, Marion, 
Ohio, and the feature speaker of the eve- 
ning was Arthur F. Briese, Chicago, satir- 
ist and humorist. 

That labor accounts for nearly half the 
expense of operating a country elevator 
was pointed out by B. A. Wallace, Ohio 
State university, Columbus, in his address 
which opened the following morning’s 
session. 

“The margin required to handle the 
old straight grain business,” he said, “was 
much less than that needed now because 
half of the business of the country elevator 
today is in sidelines. Merchandising side- 
lines requires large margins because so 
many transactions are small. 

“Bad debts for the big companies are 
less than half of the small companies. 
Selection of accounts instead of desire for 
big volume are contributing factors. A 
given volume of business can be handled 
more economically through one plant than 
through two or three plants under the 
same management. If, however, the vol- 
ume must move through more than one 


Hay Men Hear Chemist 


On Farm Products 


How new markets for agricultural prod- 
ucts are being developed in industry was 
explained by Dr. H. E. Barnard, director 
of research, Farm Chemurgic Council, 
Detroit, Mich., at the annual convention 
of the National Hay association held in 
conjunction with the Ohio Grain, Mill & 
Feed Dealers association meeting at Cedar 
Point,-Sandusky, Ohio, June 22, 23, and 24. 

The part that chemistry is playing in 
finding new outlets for farm crops was 
cited by Dr. Barnard who told what is 
done especially with corn. The largest con- 
sumer of corn sirup, he pointed out, is the 
rayon industry. Dr. Barnard also re- 
ferred to the soybean laboratory which 
has been established by the government 
at the University of Illinois. 

Charles A. Bowler, Shelbyville, Ind., 
spoke on sales, reviewing the book en- 
titled, “How to Win Friends and Influence 
People”. A merchandising address was 
also given by W. R. Beck of Shelbyville. 

J. C. Suttle, Omaha, Neb., explained the 
new law enacted by his state which regu- 
lates itinerant truckers and which is likely 
to be considered as a model one to adopt 
by other states. 

Crop opinions expressed at the meeting 
indicated that in many sections there is 
either little or no carryover and that the 


G. E. O’BRIEN 


Meet Mr. O’Brien, O’Brien Milling Co., Green- 
ville, Ohio, who will direct the destinies of the 
Ohio Grain, Mill & Feed Dealers association as 
its new president. 


plant, single management is more. eco- 
nomical than three individual manage- 
ments.” 

In a resolution adopted at the close of 
the convention the Ohio dealers went on 
record as opposed to United States Senate 
Bill 69 limiting the lengths of trains to 
70 cars on the grounds that it would in- 
crease freight rates by at least 10 per cent. 

Opposition to the bill establishing min- 
imum wages and hours of labor was ex- 
pressed in another resolution, and the 
dealers also voiced disfavor of government 
subsidized organizations competing with 
established grain and feed dealers. 


present outlook for the crop is good, al- 
though business will continue to suffer 
from truck competition. 

Lloyd M. Faris, Faris Hay & Grain Co., 
Kansas City, Mo., president of the asso- 
ciation, directed the meeting and was as- 
sisted by Fred K. Sale, Indianapolis, 
secretary. 


~~ 


e W. AND F. MILLER FLOUR & 
Feed Co., Iowa City, Ia., is erecting a 
concrete warehouse. The building will be 
28x65 feet in size. 

e CARL ORSINGER, Waterloo Mills 
Co., Waterloo, Ia., is spending his vaca- 
tion at North Bay, Ontario, Canada, and 
reports catching “the fish you read about.” 
He also visited Callander, located near- 
by, and saw the Dionne quintuplets. 


oe 


e AMITYVILLE FEED STORE, Amity- 
ville, N. Y., founded almost 40 years ago 
by the late William H. Chadwick, was pur- 
chased recently from Mrs. Chadwick by 
William Ketcham. 


e OAKFIELD ELEVATOR CO., Oak- 
field, Wis., has installed a new separator 
and overhead drive and has purchased a 
new truck. C. H. Parduhn, manager, was 
elected vice president and a member of 
the board of directors at a recent meeting 
of the stockholders. 
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SEEMS 
MAGIC 


Only a few short years ago Pellet 
Feeds were almost unknown. They 
were considered too costly to be 
commercially practical. But of 
course, no California Pellet Mills 
existed at that time. Almost over- 
night the whole picture changed. 
Now it's literally "raining pellets" 
everywhere. 


@ It all seems like magic! Seldom 
has a great industry been so po- 
tentially ready for new ways as 
was the feed industry. Almost 
with the initial California Pellet 
Mill installation this tremendous 
change began to happen. This is 
as it should be—for the Califor- 
nia Pellet Mill made pellets com- 
mercially possible for the first 
time. 


@ The change over from old to 
new is still going on. In spite of 
the great number of huge capac- 
ity California Pellet Mills now 
operating night and day produc- 
tion lags behind demand! 


© Pelleted feeds offer ratsers of 
poultry, live-stock, rabbits, dogs, 
and foxes a fully balanced natural 
feed—exactly what they've always 
wanted. California Pellet Mills 
offer feed mills a proven way 
of filling this want—at a profit. 


MAKES ALL PEL- 
LET SIZES SIMPLY 
BY USE OF COR- 
RECT SIZE DIE 


for 
FASTER 
BETTER 
CHEAPER 
PELLETING 


California 
Calif. Pellet Mill Co. 
733 Tehama Street 
San Francisco, Cal. 
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BREWERS GRAINS | 
¢ MALT SPROUTS e 
DISTILLERS GRAINS 


PROMPT and FUTURE 
SHIPMENTS 


Wire Us Your Needs 


741 North Milwaukee 
Milwaukee St. Wisconsin 


JULY 
e danings Moat Fines 


Records show that the average monthly Mill and 
Elevator fire loss reaches its peak in the 
month of July 


You can help better the record! 


. Keep dry grass and rubbish cleaned from premises. 
. Keep shafting lined up and worn bearings repaired. 
. Replace broken windows and re-nail loose siding. 


. Oil every bearing regularly and carefully. “Hot 
Box” is the cause of many fires. 

5. Watch the careless smoker. He has no right to 
jeopardize your property and your job. 

6. Inspect every bearing and entire house before clos- 
ing. 

7. A “Hot Box” at closing time is a bad hazard. 

8. Pull the electric entrance switch at night. 


= 


ASK FOR A JULY-AUGUST DISPLAY POSTER 


MUTUAL FIRE PREVENTION BUREAU 
Department of 


Association of Mill and Elevator Mutual 
Insurance Companies 


400 West Madison Street 
CHICAGO, ILLINOIS 


THE FEED BAG — July, 1937 


| 

| 
i 
| 
o) Je | 
| 
FEED AND GRAIN CO. 
CONSIGNMENTS 
hd 
| 
‘ 


Ads Boosting Dealers Proposed 


By Eastern Federation 


* Manufacturers Requested to Cooperate in Plan 


HE launching of a cooperative ad- 
vertising campaign in four agricul- 
tural papers to emphasize the value 
of independent feed dealers to farm com- 
munities is proposed in a plan offered by 
the Eastern Federation of Feed Merchants. 
Louis E. Thompson, secretary of the or- 
ganization, has submitted a prospectus of 
the campaign which is now under con- 
sideration. The plan is the development 
of discussions at the federation conven- 
tion held at Syracuse last February at 
which time many expressions in favor of 
the idea were voiced by dealers. 
Series of Advertisements 

The campaign consists of a series of 
quarter-page advertisements to appear 
once a month for a year in four farm 
papers covering the northeast with an ag- 
gregate circulation of more than 540,000 
paid subscribers. Advertisements will be 
designed solely to emphasize the service 
rendered by the independent dealer and 
will make no reference to any competitive 
system of distribution. Why the farmer’s 
welfare is better when his neighbor, the 
local feed dealer, continues to prosper will 
be stressed in the copy. 

Each advertisement, according to the 
proposal, will carry an eye-catching design, 
emb!ematic of the independent feed mer- 
chant. The plan also includes the furnish- 
ing of an attractive metal sign on which 
the same emblem will appear to tie up the 
store cooperating in the campaign with 
the advertising. 

Open to All Dealers 

The campaign will not be limited to 
members of the Eastern Federation of 
Feed Merchants. Other trade associations 
in the territory are invited to cooperate 
in the distribution of the signs. The plan 
is not intended to promote the interests 
of any special group of manufacturers nor 
any particular organization of dealers. 

It is estimated that the total cost of 
the campaign for one year including the 
advertising space, printing, postage, clerk 
hire and handling of emblem signs would 
amount to a total of $8560. 

Financing the Plan 

In order to finance the plan the federa- 
tion proposes to depend on those manu- 
facturers who are interested in the welfare 
of independent retailers. It is expected 
that, by purchase of signs. the dealers will 
contribute a certain amount in profits that 
may complete the fund or possibly in- 
crease it to an amount that will permit 
the use of additional advertising space 
or the extension of the time that it is used. 

Emblem signs, it is estimated, will be 
furnished to retailers at about $5.00 each. 
The exact cost to the dealer will be deter- 
mined by the workmanship necessary to 
produce the sign and the profit necessary 
to be made on it to carry out the adver- 
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ls A Good Man To Know 


In nearly every rural community you will find an inde- 
pendent feed merchant. Usually he is a man of weight 
and influence in the section in which he operates. 


This local merchant plays an important part in our 
system of distribution. He provides the channel through 
which feedstuffs are brought from distant points to 
be delivered to your barn door at a minimum cost. 


He serves as your representative in the selection of 
feeds and feed ingredients. He has spent years in 
learning about feeds and feeding problems. He has 
gained his knowledge by observing the results of 
feeding flocks and herds that were kept under normal 
farm conditions, and he has learned from the experi- 
ments of the agricultural colleges. His success depends 
entirely upon the success of his customers. Realizing 
this, he wants to provide you with the feeds that will 
increase your profits. 

If he had not rendered service to his customers, he 
would not be here today. 

He would be gone with the runt hogs, lazy hens, and 
misfit cows that failed to thrive on deficient feeds mis- 
takenly marketed at starvation prices. In the long run 
it is the usefulness of the independent feed merchant 
that has held his place for him. That is the reason he 


Your Local Feed Merchant 


is a good man to know and to do business with. 


Within reasonable trucking distance of prac- 
tically every farm there is an independent 
feed merchant. Besides feeds and feed ingre- 
dients it is quite likely that he can supply 
cattle and poultry remedies, seeds, and spe- 
cial equipment for the dairyman and for the 
poultryman. You will find it profitable to 
consult with him. 


EASTERN FEDERATION OF FEED MERCHANTS Inc. 


35 Douglas Road 


Glen Ridge, N. J. 


Specimen of series of booster advertisements proposed by the Eastern Federation of Feed 
Merchants to emphasize the importance of the independent feed merchant in his community. 


tising plan. Purchasers are to be made to 
understand that part of the purchase price 
is intended for this purpose. Profits will 
be divided between the advertising fund 
and the treasury of the Eastern Federation 
of Feed Merchants in a proportion to be 
decided upon by the executive committee 
of the federation. Managment of the ad- 
vertising campaign and the custody of all 
funds are to be entrusted to the executive 
committee. 

“Progressive feed merchants of the 
northeast,” said Mr. Thompson in pre- 
senting the prospectus of the plan, “have 
for some time past realized the need of an 
advertising program that will create good 
will for the feed industry as a whole and 


particularly those merchants of independ- 
ent spirit have desired to impress upon 
farmers the value of the services which 
they render as individuals to the com- 
munity. 
Cites Need for Plan 
“The interests of the feed manufac- 
turers, wholesalers and the independent 
retail merchant are all closely entwined. 
An increase in business done by the inde- 
pendent merchant broadens the market 
and enlarges the opportunity for manu- 
facturers to sell their products. It is, there- 
fore, to the mutual interest of all 
concerned to promote the prosperity of 
the independent feed merchant.” 
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EMPLOYMENT BUREAU 


A complimentary, confidential service— 
address your inquiries to The Feed Bag 


POSITIONS WANTED 


Manager for wholesale and retail feed busi- 
ness. Experienced in and knowledge of whole- 
sale and retail selling, feed mixing, buying and 
management. Salary and commission basis. Will- 
_— to locate anywhere. Age 42, single. Refer to 

‘o. 271. 


Sales promotion manager seeks opportunity 
to build business for ambitious feed manufac- 
turer. Thoroughly experienced in all phases of 
advertising and merchandising. Good record 
and references and willing to prove worth to 
new employer. Age 30, married, two children. 
Refer to No. 1261. 


Feed or flour salesman with 20 years experi- 
ence and excellent references. Acquainted with 
trade in Ohio, Indiana and Michigan. Age 48, 
married, three children. Refer to No. 1262. 


Salesman. Feed salesman desires position 
travelling in Wisconsin. Age 23, single and 
has auto available. Refer to No. 671. 


Flour or feed salesman. 20 years experience. 
Prefers to locate in middle western or north- 
western states. Can furnish good references. 
Age 44, married, no children. Refer to No. 771. 


POSITIONS AVAILABLE 


Salesmen. Attractive proposition for experi- 
enced yeast salesmen, full or part time. Good 
territories open. Refer to No. 771-A, THE FEED 
BAG, Grain & Stock Exchange, Milwaukee, Wis. 


Salesman. Experienced feed salesman for 
Wisconsin and Illinois. Give age and experi- 
ence. Refer to No. 672-A. 


Assistant Manager. Experienced feed man for 
live, growing feed and fuel business in southern 
Wisconsin. Must have knowledge of feeds, ra- 
tions, mixing and animal nutrition. State quali- 
fications, wages expected, etc., apply in own 
handwriting. Refer to No. 671-A. 


e W. ZIESKE has purchased the Albert 
Trapp mill, Cobden, Minn. 

e FRED MAYER, Toledo, president of 
the Ohio Grain, Mill & Feed Dealers 
association in 1907, amused those attend- 
ing the recent convention of the organ- 
ization at Cedar Point by recounting in- 
cidents in the association’s early history. 
Mr. Mayer reported that at one meeting 
held at Star Island two presidents were 
elected because the group was so dis- 
organized. He joined the association in 
1895 and has been a loyal member ever 
since. 


ae 


e MRS. PETER TURNER and Mrs. 
Eli Short who attended the annual con- 
vention of the Ohio Grain, Mill & Feed 
Dealers association at Cedar Point have 
added a new version to that well known 
saying “you’ve missed the boat”. They 
enjoyed the cruise on the steamship which 
was part of the convention program so 
well that they forgot to disembark after 
the return trip. Their husbands finally 
located them at Cleveland where they 
were compelled to continue on their 
journey before they could make another 
landing. 


e FRANK H. ELMORE, JR., legal 
advisor for the retail feed code under the 
NRA, has formed a partnership with 
Rhydon C. Latham in the law firm to be 
known as Latham & Elmore with offices 
at 903-4 Florida National Bank building, 
Jacksonville, Fla. 


ALBERT B. CONKEY 


The feed trade mourns the loss of Albert B. 
Conkey, vice president, G. E. Conkey Co., Cleve- 
land, Ohio, who passed away recently following 
a heart attack. His work with poultrymen and 
those allied with the industry extended over a 
period of more than 30 years and he was known 
from coast to coast. Mr. Conkey was a charter 
member of the International Baby Chick asso- 
ciation and a member of the American Feed 
Manufacturers association for which he served 
several terms as director. 


223 West Jackson Boulevard 


Why 


M@ are so many more 


dealers 


swinging over to handling 


» » ARCADY « « 
WONDER FEEDS 


Better Feeds... Better Service... Better 
Results and Better Profits are some of 


the answers: Better find out for yourself. 


ARCADY FARMS MILLING COMPANY 


CHICAGO, ILLINOIS 
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Merchandising Ability Governs 


Feed Dealer’s Success 


(Continued from Page Nineteen ) 
found that the man dead set against com- 
mercial feeds is one who has been sold 
five or ten tons by someone.” 


A feed salesman moved from Pennsyl- 
vania to Illinois and started as a retail 
feed merchant in August, 1936. He was 
full of ideas about retail selling and 
wanted to try them out. They built busi- 
ness for him, and in May he told me he had 
been “in the red” only one month since 
he started and would move four cars of 
commercial feed in May. Here are some 
of the unusual stunts that he tried: In 
February he bought 60 potted small ger- 
anium plants which he decorated and took 
out personally to 60 farm wives. He did 
not talk sales, but gave his address, an- 
nounced his business and left some litera- 
ture. Eighteen folks came in and bought 
without further solicitation; 12 others 
purchased when a call was made on re- 
sale. Three plants were replaced. 

He gives one pair of coveralls to each 
customer when he buys five tons of feed. 

During the winter he kept a gallon pot 
of coffee on the stove, with cups, sugar, 
and cream always available for his cus- 
tomers. One day they consumed five gal- 
lons. It attracted no loafers but his farm- 
er friends appreciated his thoughtfulness. 
He also keeps a pound can of tobacco on 
his desk along with a reamer and pipe 
cleaners and he suggests to all of his pipe 
smoking customers to clean out their 
pipes and fill up with fresh tobacco. 

This gentleman has made a quick and 
successful start in a new community. Of 
course, he uses pencil and paper and 
figures costs and economy for any feeder. 
He knows the problems of the farmer 
and showed one man how to save enough 
in his feed bill to pay the cost of his 
hired man. 

* * * 

i could give you more examples of 
good merchandising but I can ask some 
questions to challenge your thinking: 

1. Do you have a picture in your mind 
of the potential business opportunities in 
your trading area? 

2. Do you have a county assessor’s 
map of it? 

3. Do you keep a list of customers and 
prospects and record or check off the 
names of those you do and do not sell? 

4. Do you classify livestock on each 
farm? 

5. Do you call on these feeders? 

6. Are you acquainted with economic 
conditions regarding baby chicks, market 
supplies and consumer demand? 

7. Are you in a position to advise a 
farmer about the wisdom of buying any 
feed? 

8. Are you physically and mentally ag- 
gressive—creative and original? 

9. Have you waited for business or do 
you go after it? 

10. Do you answer complaints? 


11. Have you a sound cash and credit 
plan? 
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12. Is your feed store attractive? 

13. Do you use display material effec- 
tively? 

14. Do you belive in feeding demon- 
strations as a selling aid? 

15. Do you sell customers or take 
orders? 

16. Can you sell a man what he needs? 

17. Do you give service? 

If you can honestly answer “yes” to 

all of these questions you are a good 
merchandiser and should make a success 
in the feed business. 
e COPES BROS. FEED CO., Ellsworth, 
Wis., has moved from its old location to 
the East Ellsworth elevator and has in- 
stalled new equipment. 


e ARNIE EITTELSON and Oliver Olson 
have purchased the Glen Bird and Earl 


Aasved flour and feed store, International 
Falls, Minn. 


Vitamin Feeding Made 
Science by Experts 


(Continued from Page Twenty-three) 
lactoflavin emits a greenish-yellow fluor- 
escence or glow which is markedly in- 
tensified under the rays of a fluoray 
lamp, or “black light”. Strong lacto- 
flavin concentrations under “black light” 
produce a fluorescent glow bright enough 
to read by in an otherwise dark room. 

Lactoflavin for Poultry 

The isolation of lactoflavin, and dis- 
covery of a way to extract it in either 
pure form or in rich concentrations, 
from milk, is a major achievement in 
nutrition science. It is now possible to 
supplement deficient diets for poultry 
and livestock, with added lactoflavin for 
growth and health benefits. 

This is already being done in a practi- 
cal way in poultry feeding. Lactoflavin 
supplement is being added to poultry 
mashes for growth and _hatchability. 
Scientists have found that not only must 
chicks have enough lactoflavin in order 
to grow, but that eggs will not hatch 
unless there is adequate lactoflavin con- 
tained in the eggs as a direct result of 
supplying lactoflavin-rich feeds in the 
diets of the hens. 

Further research with vitamins is 
going to be more quantitive. When that 
phase develops fully it will be possible 
to work out a more specific formula for 
ideally balanced rations. I am of the firm 
belief that the future trend in feed pre- 
paration will evolve into a three way 
pattern. First, definite desire for rigid 
control; second, definite desire for com- 
plete true nutritive balance; third, ab- 
solute standardization of ingredients. In- 
fluencing the establishment of this pat- 
tern will be the contributions of the many 
reliable ingredient processing manufac- 
turers who will assist toward providing 
these standards on a basis of utility and 
economy! 


re- 


Columbia, Tenn., held a mule day parad 
cently and this float entered by the W. N. Butler 
Co., feed dealers in that town, took the first 
prize. Mules, of course, furnished the power for 
drawing the float and they had no “kick’’ coming 
on the judges’ decision. 


@ LEE EGBERT who has been connected 
with the Good Seed & Grain Co., Ham- 
burg, Ia., has purchased an elevator at 


Phelps, Mo., and will handle feeds, seeds 
and coal. 


e ED KIBERTZ, assistant secretary, 
Grain & Feed Dealers National associa- 
tion, mourns the loss of his wife who 
died at Toledo, Ohio, recently. The entire 
trade extends its sympathy. 


e J. A. SEREICHER, well known 

Toledo grain man, has become associated 

with J. Theobald, Jr., Inc., as manager 

of the grain and feed department. He is 

— at 1200 W. 9th street, Cleveland, 
io. 


e CARL E. BRYANT, for many years 
assistant secretary of the Grain & Feed 
Dealers National association, is now as- 
sociated with the Toledo Grain & Milling 
Co., Toledo, as grain buyer. 


PORTABLE EXPLODES 


Caleb Sprunger, operator of a portable 
feed mill and his assistant, Dan Yoder, 
were severely burned when the machine 
exploded while operating on the Ira Stucky 
farm near Rockford, Ohio. Sprunger suf- 
fered the worst burns when he leaped into 
the burning portable, released the brakes 
and guided it out of the barn before the 
structure was ignited. 


FORM AMBURGO CORP. 

Samuel M. Golden, for six years con- 
nected with the Silmo Chemical Co., 
Vineland, N. J., as eastern manager, has 
been appointed secretary of the Amburgo 
Corp., Jamestown, N. Y., which has been 
organized as a subsidiary of the Ames- 
Burns Co., also of Jamestown. The 
newly formed division will devote its 
efforts toward vitamin service and vita- 
min products for the feed trade. Officers 
of the company in addition to Mr. Golden 
are George W. Hosie, president; Ernest 
C. Kessler, vice president, and James D. 
Ditzler, treasurer. Mr. Golden delivered 
an address on vitamins at the recent 
convention of the Ohio Grain, Mill & 
Feed Dealers association which is pub- 
lished on page 23 of this issue of The 
Feed Bag. 
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ALL SUMMER 


‘Pitot 


Suggestions to Poultrymen’ 


will be broadcast over powerful 


Radio Stations 


from 


BOSTON to DENVER [fous 


KEEP WELL STOCKED 


OYSTER SHELL 
FLAKE 


FOR POULTRY 


Oyster Shell Products Corporation 


New Rochelle, N.Y. 


“TOP QUALITY FEEDS are 
the ONES THAT SELL!... 
That's Why I've Switched 

to the ARMOUR LINE” 


ip a fact — Armour supplementary feeds 
sell faster. That’s why, if you want to make 
a real success of your feed bu-iness—want to 
keep your customers coming back to you for 
ALL their feeds—it will pay you to put in 
the Armour line. You'll find that the stock 
raisers in your community will be quick to 
realize that in Armour feeds they get extra 
quality, because these finer products have 
more digestible proteins, extra economy, be- 
cause Armour feeds bring stock to market 
shape faster. 

So, if you want to make EXTRA feed ee 
its, follow the lead of oiher wide- 
awake dealers — stock and SELL 
Armour quality feeds! 


For full details, write to 


ARMOUR COMPANY 


Animal Feed Department . U.S. Y., Chicago 


St. Louis, Mo. 


London, England 


ARMOUR’S MEAT AND 
BONE SCRAPS 


Provides a large amount of 
valuable mineral and protein 
elements ... guarantees more 
milk and eggs .. . stronger 
calves and chicks, 


* 


ARMOUR’S DIGESTER 
TANKAGE 


Light and mealy — and palat- 
able. Provides quick gains at 
lower cost. High in proteins 
—low in fibre (actually less 
than 3%)! 


Value of Feed Proven 


By Test Chickens 


(Continued from Page Thirteen) 

feeds. The weight and test of cream 
gives us an excellent opening to introduce 
a sales talk on dairy feeds while the 
presence of our batteries of chickens 
gives us a similar opening for poultry 
feeds. We handle about 90 cans of 
cream monthly. This is picked up by 
truck.” 

Mr. Johnson delivers feeds both in the 
city and in the country if desired with a 
1'%-ton truck. 

“By following out the promotional 
methods described, we average approxi- 
mately 35 tons of feed a month,” says 
Mr. Johnson. ‘The feed business fur- 
nishes about 50 per cent of our total 
business. The cream buying business 
furnishes about 10 per cent and the poul- 
try and egg business about 40 per cent. 
For the month of May our poultry and 
egg business amounted to $1123.90 and 
our cream business to $1044.04. We find 
that the three kinds of business make an 
ideal combination, not interfering with 
one another and each contributing to 
the promotion of the others.” 

Mr. Johnson became proprietor of 
Johnson Feed & Produce on November 
1, 1936. Previous to this, for one and 
a half years, he managed the business for 
the former owner. His building is 30 x 
140 feet. The front portion is devoted 
to sales room and cream testing while 
the rear portion is a storehouse for 
feeds. 


or ‘ye 
A. L. FLANAGAN 

IT WILL SOON BE 

BARLEY TIME... 

Mail your samples of new 

barley to us as soon as pos- 


sible for grade and value 
Rush your old barley to 
market. Get a good start on 
the new crop. 


SHIP TO 


FRASER-SMITH CO. 


BARLEY SPECIALISTS 


MILWAUKEE 
MINNEAPOLIS CEDAR RAPIDS 
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Pickings Slim for Feed Business 


But Victor Mill Prospers 


© Honest Reputation Extends Over Sixty Years 


T DOESN’T require a good agricul- 
| tural territory to build up a profita- 

ble commercial feed trade. Of course, 
where the poultry and dairy business is 
developed highly, where plenty of qual- 
ity livestock is grown by progressive 
people, orders for feed will be easier to 
get. On the other hand, competition is 
likely to be keener. 

Such are the conclusions of H. S. Bie- 
rer, owner and manager of the Victor 
Milling Co., Point Marion, Pa., and of 
Miss Dorcas M. Burchinal, doing office 
work there. Such are the conclusions of 
all who know the history of the Victor 
Mills and of the steady dependable busi- 
ness it does. 

Founded 60 Years Ago 

In 1878, nearly 60 years ago, John 
Ruble, remembered by many old timers 
in his part of the Keystone state, started 
the mill. Now, under Mr. Bierer’s man- 
agement it operates as a custom feed 
mill, as a retail distributor for a famous 
brand of commercial feeds. for such side- 
line merchandise as fertilizer, lime and 
farm machinery. A service institution for 
three generations, it is another village 
mill with a record not to be sneered at. 
Yet the country on all sides is hilly as is 
southwestern Pennsylvania generally and 
the adjacent West Virginia region. By no 
yardstick could it be measured as a great 
agricultural country. 

“Vet the Victor Milling Co. has a rec- 
ord of 30 years handling branded com- 
mercial feed,’ said Miss Burchinal. “We 
do the customary grinding and mixing of 
feeds, too, and handle such sidelines as 
find a ready market in this locality. 

“We carry only one brand of feed and 
focus our merchandising efforts to sell 
this line. Our average annual volume is 
$36,000. Three-fourths of this amount is 
from our feed business. Three-fourths 
of it is cash trade.” 

Which is certainly not bad in a region 
plainly predominated by coal mining. A 
question always arises: “How do they 
get this business?” 

Reputation a Big Asset 

Well, an institution of 60 years’ his- 
tory in a small town or village has con- 
siderable in its favor. Everybody knows 
the place and the people. After so long 
a time, it gets to be a community habit 
to go to the same place for feed. The 
habit will persist if the management 
keeps in step with the march of progress. 

Victor Milling Co. does a certain 
amount of outside selling. Calling on 
farmers at home has a good effect in 
keeping contacts fresh and everybody 
friendly. 

In short, it impresses one that here is 
an old established mill, handling an un- 
questionably good line of commercial 
feeds, treating the public right. In this 
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Pioneen Mill Still Going 


As one gazes upon this mill at Whitford, Pa., he can visualize the early American settler carrying 
wheat and corn on his back through wild forest trails and returning with grist for the family table. 
It is known as the Thomas Mill and was built in 1744. It is powered with an overshot water wheel, 
one of the few still in use in that part of Pennsylvania. The original structure still stands as shown 


in the picture above. 


simple manner, it has won the business 
of the feed users and has held the esteem 

and good will of the people over a half- 

century and more. 


For example, let the conversation turn 
to turkeys. A good many farmers on both 
sides of the Pennsylvania-West Virginia 
state line grow small flocks of market 
turkeys. It is considered a good way to 
get some cash in the autumn. Yet very 
few are raising turkeys on any sizable 
scale in the Victor mill’s trade territory. 

However, some months ago the mill’s 
commercial feed manufacturer gave wide 
publicity to the turkey farm of O. M. 
Herod, Maidsville, W. Va. Mr. Herod is 
the Victor mill’s best turkey mash cus- 
tomer, so we asked Miss Burchinal to 
what extent they advertised their com- 
mercial turkey feed. 

“We do not do a great amount of ad- 
vertising,” she replied. “The turkey 
growers using the mashes are highly 
pleased—which is the best advertising. 
In addition, the feed manufacturer sends 
us many circulars, pamphlets and other 
printed matter. We give this advertising 
material to our customers when they 


come into the mill, or we send it out 
when an order of feed is delivered. We 
offer customers any suggestions we have 
as to the best feed to use. A high-grade 
turkey feed does most of its own talking 
and our customers are quick to discover 
for themselves that it pays to use good 
mash and to use it right.” 
Quality Does Talking 

Quietly and effectively, however, the 
lesson has been driven home to turkey 
growers within driving distance of Point 
Marion that quality commercial turkey 
mash will lower feed cost, increase feed- 
ing efficiency, give higher livability, show 
no fishy flavor, demand no additional 
supplements, cause breeder turkeys to 
lay more and bigger eggs, grow better 
market turkeys—all of which directly 
contributes to greater profits every fall. 

As Miss Burchinal says this locality 
cannot be considered a center of dairying 
or poultry farming. Yet by sound mer- 
chandising, the Victor folks have built up 
a steady volume which must inevitably 
increase with the advent of better prices 
for milk, eggs, turkeys and other food 
products from the nation’s farms. 
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Pure Cod Liver Oil 


Use Norge Cod Liver Oil in your feeds to increase your own and your 
customers’ profits. Norge is a 100% pure Norwegian Cod Liver Oil. Our 
stocks on hand have been released by the United States government for com- 


pleteness of required contents of Vitamins A & D—your assurance of pro- 
tection. 


Shipments made from Milwaukee the same day your order is received. 
Write or phone now. 


DEUTSCH & SICKERT Co. 


730-732 GRAIN & STOCK EXCHANGE, MILWAUKEE 


We have a large stock of Beet Molasses in barrels, Cane 
Molasses in barrels, Dried Beet Pulp, Dried Skimmilk, Dried 
Buttermilk, and Semi-Solid Buttermilk. Of course we are 
always able to make shipment of Mill Feeds, Oilmeal, Soy 
Bean Meal, and Grains in carloads or truck load lots. Please 
call us for prices, when you are interested. 


FARLEY FEED CO. 


Wholesale only 
JANESVILLE, WISCONSIN 


Importers of Pure Norwegian Cod Liver Oil and Peat Moss. 
Your patronage is appreciated. 


NEW GUMP SIFTER 


B. F. Gump Co., Chicago, announces 
that it has ready for distribution its new 
Bar-Nun Sifter, a rotary motion sifting 
unit designed principally for sifting and 
rebolting flour and other powders. 

The product is mechanically controlled, 
providing a complete rotary motion of 
the entire sieve area and producing an 
exceptionally large capacity per square 
foot of silk or wire bolting cloth. 

A complete separation of tailings and 
finished product is obtained on each in- 
dividual sieve. Other features include 
easy accessibility for cleaning and inter- 
changeable sieves for accommodating va- 
rious conditions for grading and sifting. 

The new sifter has been found to be 
especially suitable for corn meal. A four 
page bulletin describing the unit will be 
gladly mailed to dealers who write the 
B. F. Gump Co., 414 S. Clinton street, 
Chicago, Ill. 


HYGENO LITTER VACTO-LAC 


LAPP’S HYGENO POULTRY LIT- Why take chances with 


TER is Dustless .. Medicated . . Fireproof. 
It is especially treated with chemicals mak- 
ing it distasteful to chicks and poultry and 
also giving it disinfectant properties to 
improve sanitation. 


poor Hatches? Lapp’s 
VACTO-LAC increases 
production . . Hatchability 
. . Livability. Hatcheries are 


demanding that VACTO- 
LAC be fed to their flocks. 
It increases hatchability ten 
to twenty per cent. 


Commercial 


WE SPECIALIZE: IN CONGENTRANES 


Write now for prices and 
Minneapolis, Minn. - - - Nevada, la. 


information. 


MILL MACHIN ERY 


Get our New Low Price on the 1937 
Model Feed Mixer with all latest im- 
provements. Write for details. ’ 


Everything for Mill and Elevator 


THE DUPLEX MILL & MFG. CO. 
SPRINGFIELD, OHIO 


1937 Model 
Feed Mixer 


F pecos Valley Altea Mill 


NM. 


TRY OUR 


PECOS SPECIAL 


IT’S BETTER 


Pecos Valley 
Alfalfa Mill Co. 


HOME OFFICE 
HAGERMAN, NEW MEXICO 
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National Feed 


Week Success 


Depends on Your Support 


(Continued from Page Fourteen ) 
articles will be hand'ed in the same way 
while general publicity on National Feed 
Week will be supplied to farm papers and 
newspaper wire services direct from Na- 
tional Feed Week headquarters. 

The sponsors of National Feed Week 
are also contacting experiment stations, 
agricultural colleges, extension workers 
and civic service clubs enlisting their co- 
operation in the observance of National 
Feed Week. It is hoped that all local 
Kiwanis and Rotary clubs and other clubs 
of similar nature will devote a part of 
their programs to a discussion of the feed 
industry during the week from October 
11 to 16. Outlines for suggested talks, 
which may be made before service clubs 
or at any other meetings which may be 
arranged by members of the industry, 
will be available from National Feed 
Week Headquarters. 

Individual Cooperation Essential 

Whether or not National Feed Week is 
successful, in the last analysis, will de- 
pend on the individual efforts of each and 
every feed manufacturer, feed jobber and 
retail feed dealer. The balance of this 
outline of a plan for National Feed Week, 
therefore, concerns the things which you 
—-as a manufacturer, jobber or dealer— 
may do to make National Feed Week 
successful among your trade and in the 
locality or territory in which you operate. 

The first and easiest thing to do is to 
make use of the material which is avail- 
able from National Feed Week Head- 
quarters. Don’t wait until the last minute 
to order this material. Order the stickers 
now and start using them immediately. 
Using the stickers now will start the trade 
and your customers talking and inquiring 
about National Feed Week. They will 
advertise the dates and pave the way for 
the things you will do during the week. 
When you order the stickers, too, please 
give us an estimate of the number of 
posters and folders you will require. 
Printed material such as the stickers, 
posters and folders costs money to pro- 
duce and although we are willing to sell 
them at cost we must know how many 
will be required so that we may print a 
sufficient quantity and yet not have any 
left over to cause us an out-of-pocket 
loss when the celebration has passed into 
history. 

Suggestion number two is to get to- 
gether in a local meeting with your com- 
petitors sometime during September—the 
month preceeding National Feed Week. 
Get all the feed dealers in your county to 
attend and then hold a round table dis- 
cussion on what to do during National 
Feed Week. Make sure that some one 
feed dealer contacts every newspaper and 
every luncheon or service club in the 
county. Get the editors to publish the 
free publicity and perhaps also to write 
an editorial about the feed industry and 
National Feed Week. Get the service clubs 
to devote at least five minutes of their 
programs to short talks on feed and the 
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feed dealer’s place in community life. 
Perhaps you can arrange a schedule so 
that each one of the dealers in the county 
may hold open house on a different day 
during Natienal Feed Week or you may 
all get together with the county agent 
and arrange a jointly sponsored farmers’ 
day or evening meeting. 

Third, be sure to hold such a farmers’ 
meeting either jointly with your competi- 
tors or individually for your own custom- 
ers. Get your banker or some other 
locally prominent business man to speak 
and say good things about you and your 
business. Put your county agent on the 
program and through him arrange for a 
demonstration by the members of the 
4-H club. Get a business boosting speaker 
from the manufacturer who sells you 
commercial mixed feed or some important 
feed ingredient, or remedies, or farm 
machinery or poultry equipment. Most 
manufacturers of products for sale 
through feed stores are glad to supply 
speakers and cooperate in the arrange- 
ments for meetings of the type suggested. 
If you think it necessary or advisable, 
provide some entertainment and lunch. 
The lunch need not be elaborate and 
might be only “hot dogs” and beer or 
coffee and doughnuts. 


The fourth suggestion is to clean up 
and decorate your place of business. Clean 
up the grounds and exterior of your build- 
ings. Clean up your office and rearrange 
your warehouse stocks to take full 
advantage of all display possibilities. 
Use paint wherever necessary. Put up 
the American flag and display a good 
number of National Feed Week posters. 
The observance of National Feed Week 
is intended to be a celebration. Make 
your place of business look like you were 
celebrating. 


Fifth, get the people into your place of 
business to see how you have fixed things 
up, to inspect and buy your merchandise. 
Keep a record of the names and addresses 
of every customer and visitor and use the 
data thus obtained to check and correct 
your mailing list. Play a game with your- 
self and your employees and see if you 
can get every one of your customers and 
prospective customers into your business 
establishment at least once during the 
week. See how many absolutely new peo- 
ple you can attract. 


You Must Advertise 

For this purpose, you must advertise. 
Adapt and use the suggested advertise- 
ments available from National Feed Week 
Headquarters. Send a copy of the Nation- 
al Feed Week folder to every person on 
your mailing list. If your are holding a 
farmers’ meeting advertise that as well as 
any other special offers, attractions or 
events which you may plan for the week. 
Cooperate with the manufacturers whose 
products you handle and get them to 
cooperate with you so that you may use 
to the fullest extent any advertising aid 
which they may offer. 


To get people into your store, too, you 
may wish to provide one or more special 
attractions such as souvenirs, sales, pre- 
miums, a guessing contest or an educa- 
tional exhibit. Corn cob pipes, whistles, 
caps, vegetable brushes and aprons make 
good inexpensive souvenirs while dishes 
or merchandise from your own stocks 
may be used for premiums or contest 
prizes. You may find it desirable to run 
a National Feed Week sale on one or 
more feeds or to establish a special grind- 
ing price for the week but care should be 
exercised not to emphasize the price fac- 
tor so as to undermine the real objectives 
of the celebration. In connection with all 
your National Feed Week activities, of 
course, do not forget the ladies. 


The sixth suggestion is to consider 
National Feed Week as a starting post 
from which to get set for your busy sea- 
son. Plan your fall and winter sales pro- 
gram. Check your inventory and your 
machinery and equipment. Get after your 
bad accounts. Pay your association dues. 
Renew your subscriptions to your trade 
papers. 

Get Employees to Help 

Seventh and last, hold a meeting of 
your employees two or three days before 
the opening of National Feed Week on 
October 11. Tell them all about your 
plans for the celebration and be sure they 
understand your purposes. It wouldn’t 
be a bad idea to treat them all to a din- 
ner. The loyalty and active, interested 
cooperation of your employees is worth 
cultivating. 

Many of the suggested things-to-do do 
not directly apply to the jobber and large 
wholesale feed manufacturer. Those 
things which they cannot do themselves, 
however, they can assist their dealers in 
putting across. They can also incorporate 
the National Feed Week plan into their 
own advertising and merchandising pro- 
grams. Mention National Feed Week in 
your radio programs, in your farm paper 
advertising and tie the celebration up in 
some way with one of your own sales 
promotion programs. The sponsors of 
National Feed Week will be glad to co- 
operate with you in every possible way. 
None of the material produced at Na- 
tional Feed Week Headquarters is copy- 
righted and we will be glad to supply en- 
gravings, electros or drawings as well as 
our regular or special printed material at 
low cost prices. 


The feed industry is made up of many 
scattered units and its products are both 
numerous and diversified. Many of the 
products although different in origin and 
nature compete with one another. All of 
our different brands of mixed feeds, no 
matter how much they may vary in 
formula, are competitive. We can’t, there- 
fore, all get together on any one product 
or group of products but we can and 
should all unite in making National Feed 
Week a just success. Most celebrations 
such as that proposed for National Feed 
Week are put over with huge advertising 
appropriations. There is no such appropri- 
ation behind National Feed Week—its 
success is dependent upon your coopera- 
tion, the cooperation of every individual 
and firm in the industry. © 
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Penny Pinching 

Feeding Means 

UNDER-WEIGHT, 
LOW PRICES 


RED-W 
Feeding Means 
HEAVIER WEIGHT 

TOP PRICES 


‘Extra in 
the Feed Mean 
EXTRA 


AT THE MARKET 


@ Good pastures or bad, summer or 
winter, a protein supplement is essen- 
tial. Skimping on Protein in hog or 
poultry feeding cuts profits. Whether 
hog prices are high or low, faster 
gains at lower cost are made with a 
proper protein supplement. 


Faster gains means “getting pigs 
to market early’—when prices are 
usually higher. Young pigs respond 
quicker to protein supplement than 
older pigs—so feed Red W all the 
way. 

Cutting protein allowance of poul- 
try in summer definitely cuts egg 
production — sometimes alarmingly. 
Continued protein feeding brings 
pullets into production four to six 
weeks earlier. 

Build your. business by building 
your customers’ profit. Put Red W 
Brand concentrates in your feed. 
Make Red W Digester Tankage and 
Meat Scraps your formula builder. 


\ \ 
ang 


Chicago, Kansas City, Oklahoma City, 
Cedar Rapids, Albert Lea, New York, 
Philadelphia, Boston, Los Angeles. 


ALL ’ROUND MEAT 
AND BONE SCRAPS 


EXCELSIOR MEETING 

Staff members of the Excelsior Mill- 
ing Co., Minneapolis, Minn., spent sev- 
eral days at the firm’s plant recently 
conferring with Frank Kovarik, presi- 
dent. Among those present were Otis E. 
Lapham, Boston, in charge of New Eng- 
land sales; J. B. Gibson, manager of the 
company’s new'y opened office at In- 
dianapolis, and M. H. Fitzgerald, Janes- 
ville, Wis., who will represent the firm 
in southern Wisconsin and_ northern 
Illinois. The Excelsior Milling Co. 
specializes in mixed cars of flour, feed 
and concentrates. 


PROSPECTS BRIGHT 

Max Cohn, president, Sunset Feed & 
Grain Co., Buffalo, N. Y., returned re- 
cently from a 4500 mile business trip 
which took h'm through many states in- 
cluding North Carolina, South Carolina, 
Georgia, Tennessee, Arkansas, Oklahoma, 
Nebraska, Iowa, Illinois and Michigan. 
“From all I can learn,” Mr. Cohn said on 
his return, “crop prospects are the best 
they have been in a number of years. In 
fact, in Oklahoma they are the best they 
have been in many years and while I no- 
tice during the last couple of days, they 
have been trying to kill off the crop, I 
still do not believe that as much damage 
has been done as they are trying to make 
us believe. There has been more rain in 
some of the sections than they have had in 
the past 10 or 12 years and when I was in 
the West the farmers were actually pray- 
ing for dry, hot weather for the fields were 
getting heavily overrun with weeds.” 


Herman Nagle Is Added 
To Iodine Staff 


Herman Nagle, for many years as- 
sociated with the feed industry, joined 
the staff of the Iodine Educational Bu- 
reau, 120 Broadway, New York, N. Y., 
July 1. He will specialize in animal and 
poultry nutrition, a 
field in which he has 
had extensive experi- 
ence. 

Mr. Nagle was 
graduated in 1910 
from the South Da- 
kota State college as 
the youngest student 
and operated a farm 
until 1914. For the 
next two years he was 
located at the Ameri- 
can embassy in Ber- 
lin, Germany, serving 
under Ambassador 
Girard and while there studied at the 
Royal Agricultural college. 

Upon his return to the United States 
he joined the staff of a corn products 
manufacturer and then took up his 
studies again, spending two years at Co- 
lumbia university under Dr. Sherman. 
He then worked for numerous feed firms 
and previous to joining the Iodine Edu- 
cational Bureau was an advertising con- 
sultant. Mr. Nagle is a member of the 
American Chemical Society. His many 
friends join in wishing him success in his 
new position. 


HERMAN NAGLE 


PROTEINS 
MINERALS 
FISH OIL 


For Delivered Price— Write, Wire or Phone 


THE CHAS. M. STRUVEN COMPANY 


BALTIMORE, 


ALL FOR ONE PRICE in 


R' Sz 


FISHIMEAL 


‘ 
a 


ue Fee? 


MARYLAND 


Mixed Feeds Pay Big Profits 


Do your own mixing with a DAISY triple 
action horizontal batch mixer and double 
the profits of your feed business. No 
competition when you have a DAISY. 
Capacities from 1% to 2 tons per batch. 
Loads, mixes, discharges and sacks a ton 
batch in 12 minutes. Requires minimum 
power. Very compact. Quiet in operation. 
- Motor or belt drive. Write for full infor- 
mation and low factory-to-user prices. 


R. R. HOWELL & CoO. 


2 Malcolm Ave. S. E. 
MINNEAPOLIS, MINNESOTA 


AISY 
FEED MIXER 
AR. HOWELL & co. 
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e ELMORE MILLING CO., Oneonta, 
N. Y., is constructing a new concrete 
fume and will replace its four water 
wheels with two new ones of modern 
design. The firm generates its own elec- 
tric power. 


SALES MEETING 

The second annual sales conference of 
eastern representatives of the Russell- 
Miller Milling Co., Minneapolis, was held 
at the Statler hotel, Buffalo, N. Y., June 
11. A highlight of the conference was an 
address by Harry S. Helm, president of 
the company, who spoke over telephone 
and public address system from Min- 
neapolis. Many executives from the 


Minneapolis office came to Buffalo for 
the meeting. 


A QUALITY PRODUCT 
LOW COST 
NATIONALLY ADVERTISED 


C-A 
WORM 
CAPSULES 


FOR BOTH LARGE 
ROUNDWORMS and TAPEWORMS 
IN CHICKENS AND TURKEYS 


The two most destructive worms in poul- 
try. Advise the necessity of getting rid of 
these worms to allow poultry to thrive. 
C-A Capsules are the most effective 
known. 
C-A treatment causes little or no dis- 
turbance or setback to the fowl. 


basis to © ef 


ing use the address 8i¥ 


Desk C60-G, Animal Industry Dept. 


PARKE, DAVIS & CO. 
DETROIT, MICHIGAN 


The world’s largest makers of pharmaceutical 
and biological products 
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Creamery Fresh Dried Milk Products 


OGEMA 


DRY MILK 
PRODUCTS 


@ Write us for Quotations on your Dried 


Milk needs. 


@ Full line of dried skim and butter milk 
the year ‘round. 


OGEMA COMPANY 
OGEMA » » 


© Prompt Shipment. 


Particularly true is this old saying of three 
greatly improved products developed recently 
for the feed trade in our research laboratory. 


ELECTRO CALCIUM CARBONATE .. . 98% 
« to 99% pure calcium flour dispersed by an 
exclusive process for more easy flowing and more 
ready mixing. 


? IODIZED CALCIUM CARBONATE .. . made 
» by another exclusive process which combines a 
definite tiny amount of iodine with every calcium 
particle. Assures absolutely uniform iodine inclusion 
in every ounce of your feeds easily and at lowest cost. 


Manufacturers Prices to Feed Dealers 


WISCONSIN 


“GOOD THINGS COME IN BUNCHES” 


no waste. 


45 E. OHIO ST. 


ARROW-HEAD INSOLUBLE FLINT GRIT... 

* a superior grit made from pure flint for all 
classes of poultry. Hardest, sharpest, and most effi- 
cient grit on the market. 


Write for details and prices! 


The CALCIUM CARBONATE COMPANY 


No shattering, no dust, 


CHICAGO, ILL. 


Shipped in bales contain- 
ing four 25-lb. bags. 
Costs $5.00 per cwt. de- 
livered your station. Sells 
for 6c per pound. 


DAIRYMEN DEMAND 


CALF KAGA 


@ This ideal 
way of raising calves! 
CALF KAGA is the new thor- 


oughly farm-proven calf ration in 
PELLET form. Absolutely guar- 
anteed to give results. 

CALF KAGA on your floor as- 
sures your customers that you are 
abreast of the best feeding meth- 
ods. It is a big repeater and shows 
a nice profit for the dealer. 


Order Out A Supply Today! 


Wisconsin Milling Company 
MENOMONIE, WISCONSIN 
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Order a Mixed Car of 


Golden Loaf Flour 


The flour with the Vim and Pep left in 


be 


& 
Bran and Middlings 


—Higher in Protein— 


a TENNANT & HOYT Co. 
LAKE CITY, MINN. 


When in the Market: 


For Poultry Wheat — Feed Oats— 
Wheaty Barley —Feed Barley — 
Corn—Feeding Screenings. 


Write or wire for quotations. 


IAW ATHA GRAIN COMPANY 
MINNEAPOLIS, MINN. 


oe “All your needs in grain and feeds” le 


Sunset Feed & Grain Co., Inc. 


FEED JOBBERS 


CHAMBER OF COMMERCE BRANCH OFFICE 
BUFFALO, N. Y. MIDDLETOWN, N. Y. 
Distributors of: 

CLO-TRATE SOY-O-CIDE COXOL 
tified in Vitamins ybean se 

A and D (No kerosene) Coccidiosis 


Write Us for Further Information 


PRINTED 

RAG? FoR 
INDIVIDUALITY 

ALL BAGS VACUUM CLEANED 


WE BUY FREDMAN BAG CO. 
SURPLUS BAGS MILWAUKEE, WIS. 


USED 


BURLAP 


AND 


COTTON 
BAGS 


TWINE 
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Outsider Discovers Why 


Some Dealers Succeed 
(Continued from Page Seven) 
rear driveways. A farmer can drive right 
in the store and load his truck with feed, 
regardless of weather. The arrangement 
is also handy for the store’s truck drivers 
when unloading cars of feed. It means a 
minimum of handling. 
* * * 


Driving through a town in northern 
Iowa, the other day, I saw a sign on a 
dealer’s window. It had only five words 
on it. Perhaps that is why I noticed it, 
as well as another sign mentioned pre- 
viously. The wording on this sign simply 
read, “Stock Feed, Poultry-Hog-Cattle”. 
It was lettered on a piece of white paper 
which had been pasted on the window. 
That is advertising in its simplest form 
but I think it is good advertising. At 
least, it got my attention and identified 
the place as a feed store. 

*x* * * 


- Another dealer’s place of business is so 
neat and “landscaped” that it looks like 
a little park. He uses large painted bulle- 
tins, 30 feet or so in length, along the 
highways. He has IDEAS a-plenty and 
uses them in his feed business to his profit. 
I’m hoping the editors of The Feed Bag 
will permit me to tell the story of this 
Iowa dealer’s business in these columns 
during the next month or two. 

e HITE’S FEED MILL, Delta, Ohio, has 
installed a new feed mixer. 


CEREAL 


GRADING CO. 


MINNEAPOLIS 


Specialize in 


GOOD 
CORN and OATS 


For 
WISCONSIN TRADE 


Prices Prompt 


BROWER'S WHIRLWIND” 


—S 


Easy Payment Plan [LL 


Starts You NOW! 


Make big profits mixing 
your own brand of feeds 
from locally grown grains. 
Or . . . prepare better 
feeds for your own use at 
low cost. Your ‘“‘GIANT 
WHIRLWIND” will pay 
for itself quickly. Made In 
500, 1000 and 2000 Ib. sizes, a 
above or below the floor 


Write today for details. 


EROWER MFG. CO. 
Box 2784, Quincy, Ill. 
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e JOSEPH BAUMAN, mill superintend- 
ent for the Northern Milling Co., Wausau, 
Wis., for the past 17 years, died June 7 
at the age of 61. He formerly operated 
mills at Mayville and Neosha. 


e SPRINGFIELD LUMBER, FEED & 
Fuel Co., Lyons, Wis., has been incor- 
porated with a capital stock of $10,000. 
Incorporators are Charles Arthur and 
Cecil Schinke. 


e LeROY LaBUDDE, LaBudde Feed & 
Grain Co., Milwaukee, Wis., left July 7 
with his family to spend a month’s vaca- 
tion at Camp McKinley near Boulder 
Junction, Wis. 


e STEELE BROS. have purchased the 
Harry Swensen flour and feed mill, Cher- 
okee, Ia., and are remodelling it. 


VITAMIN E BOOKLET 
Archer-Daniels-Midland Co., Minneap- 
olis, Minn., which recently announced the 

expansion of its specialties division has 
issued a new 20-page attractively bound 
booklet entitled ‘“‘An Introduction to Vita- 
min E”. Embodied in the material which 
it contains is the result of years of ex- 
perimentation by the company. Causes, 
signs and effects of vitamin E deficiency 
are traced and methods of assuring vita- 
min E sufficiency are suggested. Copies 
of the booklet will be sent free on re- 
quest to feed manufacturers and dealers 
and others concerned with animal breed- 
ing and poultry raising. 


AGLE ROLLER 
MILL CO. 


NEW ULM, MINNESOTA 


Manufacturers 


Daniel Webster 
and Gold Coin 


SPRING WHEAT FLOURS 
RYE FLOURS 


Commercial and Mill Feeds 


CAPITAL FLOUR MILLS, Inc. 
QUALITY FLOURS...QUALITY FEEDS 
Let Us Include 


Minnesota Girl Flour 
OR 


Good bread Flour 


In Your Next Car Of 
QUEEN WHEAT FEED —CHEROKEE PURE BRAN 
CHEROKEE MIDDLINGS—MIDDOG MIDDLINGS 


WIRE US FOR PRICES 
Offices: Corn Exchange Bldg. Minneapolis, Minn. ® Mills: St. Paul, Minn 


CHOICE FEED GRADE 
DRIED SKIM MILK 


All poultry rations should include liberal quantities of aaa WE 
Dairylea Dried Skim Milk. Also good in rations for calves Sae-7 


and swine. Carried by principal feed merchants through- 
out Northeastern territory. 


MADE FOR FARMERS 


MANUFACTURED AND DISTRIBUTED BY IN FARMER-OWNED 
DAIRYMEN'S LEAGUE CO-OP. ASSN. INC. MILK PLANTS 
11 WEST 42nd STREET . NEW YORK, WN. Y. 


Order From 


HEADQUARTERS 
... it's SAFE! 


@ Wholesale Flour and Feed 


Waterloo, lowa 


CARLOADS .. TRUCKLOADS 
L. D. Phones 27 and 28 
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_ TANK CARS - BARRELS - DRUMS 
QUALITY AND SERI TEU NEXCELLED 


NATIONAL CO. 


e390 


“| 
| FOR FEED MIXING 
Waterloo Mills Company | 
| 
| 
| : 
| 


CLASSIFIED 


Service department for our read- 
ers. Low Rates: 25c per line; 
minimum $1.00. 


FEED MIXER FOR SALE 
One ton capacity—floor level feed—has motor 
—latest style machine—used short time. Write 
CD-116, c/o THE FEED BAG, Milwaukee, Wis. 


CORN CRACKER & GRADER FOR SALE 

Cutter—grader—polisher—aspirator, one ton 
per hr. A-l condition, guarantee. Write CM-116, 
c/o THE FEED BAG, Milwaukee, Wis. 


HAMMER MILL FOR SALE 
Has 80 H.P. motor—used only short time. 
Like new. Bargain for cash. Write MM-116, c/o 
THE FEED BAG, Milwaukee, Wis. 


BUSINESS FOR SALE. 
In central Wisconsin. Three feed and grocery 
stores in good location, dairy country. Write 
Western Supply Co., Sparta, Wis. 


HAMMER MILL FOR SALE 
One No. 4 Anglo-American Miracle Ace 
Super Hammer Mill, 75 H.P. direct connected 
motor, A-1 condition, sacrifice for cash. Write 
DK-46, c/o THE FEED BAG, Milwaukee, Wis. 


BUSINESS FOR SALE 
Feed Mill including power mixer, General 
Business, Groceries, Coal, Feed, Machinery and 
Private Siding. Desirably located in southeastern 
New York in prosperous dairy and poultry sec- 
= Write Dickerson Bros., Thompson Ridge, 


KEEP HOGS AND POULTRY HEALTHY 

UNIVERSAL YEAST Controls White Diar- 
rhea and Coccidiosis in poultry and Necro in 
hogs. Rich in vitamins B and G. Commercial 
mashes with this ingredient give better results, 
more economical gains and repeat customers. 
Write for information and prices to RICE LAB- 
ORATORIES, INC., Dassel, Minn. 


SALESMEN WANTED 
Full or part time salesmen to sell pure yeast. 
Attractive prosposition for capable men. Good 
territories open. Write WESTERN MILLS, INC., 
Sioux City, Ia. 


BUSINESS FOR SALE 
Flour and feed mill located in good dairy sec- 
tion. Good water power, concrete flume and 
good dam. Flour capacity 90-bbl. Five double 
stand 9x18 Allis Rolls and Monarch sifter. 
Unique 24” BB attrition mill for feed. Owner 
retiring because of poor health. Write EAGLE 

ROLLER MILLS, Briggsville, Wis. 


BUSINESS FOR SALE 

Retail Grain and Coal business located in one 
of Vermont’s large Dairy and Poultry centers 
on main line of railroad. Plant No. 1 has 14,000 
Bu. bulk storage, 14 car bag storage, 6 car pri- 
vate siding. Modern grinding machine with elec- 
tric power using 9 motors. Heated office and 
garage. Plant No. 2 has excellent water power, 
new Rodney Hunt Draft-Tube wheel. Bulk stor- 
age in mill and detached warehouse 30x60 with 
basement. Records show steady increase in sales 
each year. Established reputation for Quality 
and Service goes with the business. Reason for 
selling told to interested parties. Write Box 
206, So. Royalton, Vt. 


e HERMAN MARTENS has purchased 
the Emil G. Hempel flour and feed busi- 
ness, New Ulm, Minn. Mr. Martens was 
employed by Mr. Hempel for the past 
nine years. 


e PETERSON FEED & IMPLEMENT 
Co., Buffalo, Minn., has constructed a 
22x62 foot addition to its plant which is 
being used for offices and display rooms. 


e J. B. REED & SONS, INC., Miller- 
town, N. Y., was host to a large crowd 
of farmers at the grand opening of its 
newly remodelled plant, June 9. C. B. 
Chubb, feed expert for the John W. Eshel- 
man & Sons Feed Co., was the principal 
speaker. 


JOINS CENTRAL SOYA 

David J. Bunnell, Evanston, IIl., for- 
merly associated with Allied Mills, Inc. 
and the Allied Seed Co., Fort Wayne, 
Ind., has been made vice president of the 
Central Soya Co., Inc., Fort Wayne, of 
which D. W. McMillen is president. Mr. 
Bunnell will have charge of the firm’s 
Chicago office and will represent the Cen- 
tral Soya company on the Chicago board 
of trade. 


Grain Futures 
Exclusively 


Trade Through 
G.W.WINSTON CO. 


Grain and Stock Exchange 
MILWAUKEE, WIS. 


BRANCH OFFICE 
Madison, Wisconsin 


DISTRIBUTORS AND 
DEALERS WANTED 


IMPROVED -TANVILAC 


New Proven Method of 
Feeding Sweeping Country! 


Thousands of feed dealers and dis- 
tributors making MORE SALES, 
BIGGER PROFITS distributing 
Tanvilaec. Farmers who feed oats 
or other small grain mixed with 
Tanvilac report sensational gains. 
Lower feeding costs than ever be- 
fore. No wonder it repeats. Get 
details, special offer now. A money- 
making franchise may still be avail- 
able in your territory. Write today. 


THE TANVILAC COMPANY, Des Moines, lowa 
Dept. FB 


Special Offer 
Write 


MILLFEED—CLEARS 
KANTAR FEED CO. 


Corn Exchange Building 
MINNEAPOLIS, MINN. 


DAKOTA MILLING CO. 


Mixed or straight cars 
MILL FEED ...FLOURS 


510 Hodgson Building 
MINNEAPOLIS, MINN. 


BOOTH’S SARDILENE AND FISH MEAL 
DENVER'S XXX ALFALFA MEALS 

CLIFFS DOW'S POULTRY CHARCOAL 
PEEBLES LACTO “‘G’’ WHEY POWDER 

CCC'S CALCIUM CARBONATE PRODUCTS 
GLIDDEN’S 41% AND 44% SOYBEAN OILMEAL 


Sole N. W. Sales Agent 


WAYNE FISH & COMPANY 


1420 Rand Tower Minneapolis, Minnesota 


HAY AND MILL FEED 


Write for Prices 


Midland Hay & Feed Co. 


MINNEAPOLIS, MINN. 


PURE OLD PROCESS 


LINSEED OIL MEAL 


A_ Suggestion—Write us today if interested. 
Either prompt or deferred Linseed Meal. 
Save Money. “Stand by Stan.” 


A. L. STANCHFIELD & CO. 
Wholesale Grain and Feed Merchants 


502 Corn Exchange Bldg. Minneapolis 


FEEDSTUFFS 


Both Cash and Futures 
DREYER COMMISSION CO. 


(At it since '92) 
Merchants Exchange St. Louis, Mo. 
Board of Trade Bldg. Kansas City, Mo. 


Ground Oat Groats 


Low Fibre Content 
NORTH EAST FEED MILL CO. 


DEMON 
ROLLED OATS 


Top grade steamed rolled oats for hogs 
and poultry. Write us for prices. 


Des Moines Oat Products Co. 


Des Moines, Iowa 


TRUCK OR CARLOADS 
MEAT SCRAPS 
LINSEED OIL MEAL 
DRIED MALT SPROUTS 


MANEY BROS. MILL & ELEVATOR CO. 
MINNEAPOLIS, MINN. 


» FOR FEED CALL« 


*“Stormy’’ 
IOWA FEED CORP. 


Phone 45177. Des Moines, 


MINNEAPOLIS, MINN. 


OCcCCIDENT 
MIXED FEED 
Wits 7 A y GENERAL OFFILES 
hussel/ Miller Milling Co, Minneapolis, Minn. 


@ Headquarters for PURE OLD PROCESS 


LINSEED MEAL 


Write.for Delivered Prices 
NORTHWEST LINSEED MEAL CO. 


314 Flour Exchange Bldg. Minneapolis, Minn. 
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e VAN ROY MILLER, Nutrena Feed 
Mills, Inc., Kansas City, Kan., is re- Don’t forget to say you saw the Ad in THE FEED BAG 


covering from a kidney stone operation. 
This is the second he has undergone. 


Wise Choosing Goes With Success 
e A. VELTA, a livestock buyer, has 
Grain Commission 


opened a feed store in the building re- SHIP TO AMPRBEI 
cently vacated by E. A. Nehring, Elmore, ROY I. - Merchant 


Milwaukee, Wis. 


e ROBINSON MILLING CO., Perrys- 
ville, Ind., and Clawson’s feed store, In- 


d lence, Ind., were hosts t th 
CORN OATS WHEAT BARLEY 
bration held at Independence recently. A 


program of entertainment was provided yee MULLIN> & DILLON COMPAN 


and feeding experts discussed various farm ise RELI ABLE GRAIN MERCHANTS | 


AVE! | BLACKSTRAP MOLASSES 


to our wholesale feed warehouses. 


ee @ has same carbohydrate feeding value as corn, pound for 
CORN DISTILLERS GRAIN pound—And it’s selling at about half the price of corn. 
LINSEED OIL MEAL ; 
SOY BEAN MEAL When you use “Manard Quality” Blackstrap you get extra 
BUTTERMILK POWDER nutritive value in your feeds as “Manard Quality” contains 
BREWERS GRAINS about 1% less moisture and 1% more solids than “Standard” 
MALT SPROUTS Black 
and 103 other Feeds ackstrap. 


FEED SUPPLIES, INC. MANARD MOLASSES CO. 


West Allis—1637 South 83rd St. 


No. Milwaukee—3328 W. Cameron Ave. i] NEW ORLEANS 


RANK E |SEEDS--GRAINS| | DENVER 


FEEDS..SOY BEANS 
GRAIN CO. | BARLey| | ALFALFA 


NCORPORATED MEAL 
GRAIN FEED 


MILWAUKEE, WISCONSIN 


MOEBIUS 
PRINTING We Buy, Sell, Mill and 
CO MPA N y 


Equipment on One Profit. 


Green 
Fresh 


Nutritious 


ALL GRADES and GRINDS 


The Denver Alfalfa 
PRODUCERS OF THE COMPANY Milling & Products Co. 
FINEST IN PRINTING GREEN & CO LAMAR, COLO. 

e EVANSVILLE WISCONSIN Merchants Exchange: 
CREATORS OF PRINTED “Phone 55 Collect’ Private Exchange ST. LOUIS 
ADVERTISING That SELLS Vs 
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RIEBS VIEW 


Vol. 5, No.7 


Memo 


July, 1937 Milwaukee, Wis. 


Fon Pnompt 
Senvice and Top Man- 
ket prices ahip that View 
Cnop bankey, cata, nye 
and wheat to the .. 


Rielba Co., Milwaukee. 


Ark fon to annive bids fon 
all View Crop Grain. 


Don’t Lose Business 


That We Create for You 


ULTRA-LIFE 


Original 6-Vitamin Concentrate 
Now Contains A, B,, C, D, E, B. (G), By, By 
LACTOFLAVIN—POTASSIUM IODIDE 


Gluconates of Iron—Copper—Calcium— 
Manganese 

For 10 years the sales of ULTRA-LIFE have been con- 
stantly increasing. Today ULTRA-LIFE is recognized 
as an Outstanding All Vitamin Concentrate that pro- 
duces Outstanding Results under all normal conditions. 
NATIONAL ADVERTISING — in all the leading 
Poultry Magazines is making America ULTRA-LIFE 
conscious. 

ULTRA-LIFE NEWS—Our Monthly House Organ— 
ties up your business directly with your customers and 
prospects. ULTRA-LIFE NEWS has proved to be an 
outstanding success in bringing in customers that buy 
ULTRA-LIFED FEEDS. 

OUR 8FOLD ADVERTISING-MERCHANDISING 
ie further aids you in selling ULTRA-LIFED 


Exclusive Franchises are still available in some terri- 
tories. Write for full details. 


ULTRA-LIFE LABORATORIES, Inc. 


SSS. 145 S. 35th ST., EAST ST. LOUIS, ILL. 


e420 


Rete You Yay, 


When you enter Hotel Sherman ; 
you give the orders. Any day or 
night, whatever price room you 
wish, you may be sure will be 
assigned to you cheerfully -a 
sizeable, comfortable room and 
your own private bath. The en- 
tire staff has only one purpose 
..» pleasing you!!! 


DOUBLE $4. 


DOUBLE $4.50 


HOME OF THE 
COLLEGE INN 


THE NEW SUMMER EDITION 
OF THE JUBILEE SHOW 


N RMAN 


| 
SALT 


Highest Quality 


Prompt Service 


SHE 


fut} 


MorTON SALT COMPANY 
MILWAUKEE e WISCONSIN 
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COD LIVER OIL 


FORTIFIED 
Iw Vitamins A and D 
For Poultry and Live Stock 


NOT USP YELLOW: MAKFFA 


Minimum Vitamin Per Grant 
400 AOAC CHICK UNITS OF VITAMIN D 
3000 


Ai CONTROL 
S 
hp 


the 


CLO-TRATE 


Guarantee ..... 


Chick Tested: Every batch 
of CLO-TRATE is tested on 
chicks, kept in batteries re- 
ceiving no sunlight, at the 
guaranteed potency in ac- 
cordance with the A.O.A.C. 
method. 


Rat Tested: In addition, 
every batch of CLO-TRATE 
is biologically assayed for 
vitamins A and D accord- 
ing to U.S.P. XT technique. 


Use cLo- TRATE in ALL Your Feeds” 


or 


TONS OF COD 


... and no two fish alike 


Codfish differ. So do cod liver oils. So does the vitamin content of various 
batches of cod liver oil. These differences cannot be detected by odor, 
taste or appearance. 


How then can the feed manufacturer be sure that his oil supplement is 
dependable and uniform in vitamin A and D potency? He must rely 
upon the reputation of the brand itself, the manufacturing and testing 
facilities and the integrity of its producer. 

Feed Manufacturers who use CLO-TRATE are not faced with this prob- 
lem. For CLO-TRATE is fortified in Vitamins A and D and standardized 
to contain not less than 3000 U.S.P. units of vitamin A and 400 A.O.A.C. 
chick units of vitamin D per gram. Furthermore, every batch of CLO- 
TRATE is properly tested before shipment on both chicks and rats. 


You too can forget your cod liver oil worries if you use CLO-TRATE in 
ALL your feeds. 


HEALTH PRODUCTS CORPORATION 


Manufacturers of Cod Liver Oil Concentrate Products 


Newark, N. J. » » » » » » » Chicago, ill. 
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“no bnide's Luck fon me” 


FLOUR 


LIKE King Midas better than any other 

flour,”’ writes Mrs. Willard Dufrane of 
Bessemer, Mich. ‘“Though the family income was 
small, my mother always used King Midas know- 
ing that she was getting a flour that was a little 
more expensive but more economical in the long 
run. Economical because it produced better, more 
wholesome foods. When I married, naturally I 
bought the same. No bride’s luck for me.’’ 


Gamblers may depend on luck but successful 
housewives demand never failing results. That’s 
why King Midas assures repeat business, why 


King Midas is easy to sell. 
Highest Priced Flour in AS 


America and Worth All It Costs’’ 


KING MIDAS FLOUR. MILLS J 


EAPOLIS, 
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